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Hardware 


Founded 1855 rer 


FLIT 


SELLS! 


LIT sells! It is a fast-selling in- 
sect-killer. Flit repeats! This 
means rapid turnover. 











Individual stores increase their total 
Flit orders year after year. Their 
customers want Flit. They sell more 
Flit than anything else. They make 
more money on their Flit stock 
than on a dozen slow-movers. 


One of the largest corporations in 
the world guarantees Fit to satisfy 
or money back. Flit will again be 
advertised in 1929 on a tremendous 
nation-wide scale. 

You can’t beat the Flit proposition. 
Place your 1929 Flit order NOW! 
Stanco Distributors, Ine., 
2 Park Avenue, New York City. 





t 
© 1939 8. D. Inc. 
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A - NAME - AMONG -:- NAM CE S 


There are 797 Wilsons in the Manhattan phone book, but when you think of Wilson you think of 
just one Wilson . . . Woodrow. And 2,159 Smiths, but mention the name and the public thinks 
instantly of one, and only one... Al. It’s that way in politics. In social life. And in business. 
1847 Rocers Bros. is beset by many names that sound almost the same, but thanks to the name 
and trade mark identity campaign, the name has come to stand alone in silverware ... We admit, 
it was not always that way. It took this vivid campaign to do it. But dealers from Pasadena to 
Penobscot tell us that the buying public now knows the name, that confusion is ending, and that 
sales have jumped apace. General Offices: Meriden, Conn. Salesrooms: New York, Chicago, 


San Francisco. Canada: International Silver Company of Canada, Limited . . . . Hamilton, Ontario. 


ON THE TABLES OF AMERICA’S FIRST FewetsetEeES SINCE 


EIGHTEEN FORTY-SEVEN 


LEGACY FINDS PERFECT EXPRESSION IN THIS 3-PIECE TEA SET, $65 ... LEGACY TEA SPOONS “EIGHTS’’ $5.00, [Retail Prices) 


847 ROGERS BROS. 


ey R PLATE 








HARDWARE AGE, published weekly by the [RON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. 8. A. Entered as second 
13, at the Post Office at New York, under the Act of ne 8, 1879. (Printed in U. S. A.) $3.00 per year. Single copies 


class matter May 22, 1913, 
25c, each. Vol. 128, 








SONNE atte 
Se 



























SORRRE: Giana se Oe ee 


Pin est ac) Ne Ae eee eee 











HARDWARE AGE for MARCH 7, 1929 





3 





An Emblem Achievement 


She Axe of the Pioneer with which he hewed 
his way lo Prosperity 


Supersteel Axes 


with two-tone handles of selected 
second growth hickory, are just 
as much an Emblem of Achieve- 


ment in the tool makers art. 

















The central 

tion of the - 

factory insures fa- 

vorable freight 
rates. 


This special 
Vaughan Axe 
stand made of 
hickory axe handles 
permanently dis- 
poses of your prob- 
lem of attractive 
axe display. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 








O“Uakers of Fine Toots 


214 Carroll Ave.~ ~ Chicago, Ill. U.S.A. 


a 




















HARDWARE AGE for MARCH 7, 1929 








Testing Two Tough Wrenches 





Walworth 
Master Stillson 





















4Y, Tons of Twist 


on the Parmelee 


These photographs—and they are 
real photographs—show a contrivance 
for testing the grip of a Walworth 
Master Stillson and a Parmelee 
Wrench. The man who does this 
stunt says there’s no risk. 


No risk!—although there’s a bend- 
ing strain of 9000 inch-pounds on a 14- 
inch Master Stillson and 44 tons of 
twist on the Parmelee. And don’t for- 
get that the Parmelee has no teeth! 


You can safely assure your cus- 
tomers of strength like this and an al- 
most incredible resistance to strain 








pia inch-pounds on 


Pos the Master 











when you sell the new red-handled 
Walworth Master Stillson and the 
Parmelee wrench. 


The Master Stillson is made in eight 
sizes ranging from 6 to 48 inches. The 
Parmelee comes in a No. 1 Sleeve Lock 
type and four sizes of the Nut Lock 
pattern, for % to 1 inch, 1 to 2, 2 to 3, 
and 3 to 4 inch pipe respectively. This 
wrench is especially useful for work 
in close quarters and to prevent mar- 
ring brass pipe and smooth rods. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 
Walworth Company, Limited, 10 Cathcart St., Montreal, P. Q. 


Walworth International Co., 11 Broadway, New York, Foreign Representative 





Walworth Parmelee 





STILLSON 
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ARMSTRONG Drop Forged Wrenches have been the Standard of Excellence for 20 Years 






















OU will never be “stuck” 

with ARMSTRONG 
Wrenches—each year they 
are in greater demand. 





ARMSTRONG Wrenches are never found in the “dead stock.” They never become obsolete for their 
designs are based on a practical knowledge of wrench requirements. They are unequalled in “balance” 
and strength and enjoy steadily increasing sales. 


The wise Hardware Dealer selects his “lines” most cautiously. He knows that some products are 
“boomed” into momentary popularity thru “flash” advertising and “high pressure” sales methods. Some 
shelves in almost every hardware store are cluttered with such products—now 


. unsalable. 
Armstrong 
! Bros. Tool Co. The demand for ARMSTRONG Wrenches is not of the momentary sort. Year after 
peneedie Baek of tes year their popularity has grown for the last 20 years. With increased sales has come 


dealers with an un- increased advertising till now your potential customers are reading of ARMSTRONG 


wage gad ol eeat Wrenches, each month or week in almost 30 publications. 
bearing its Trade 


Mark. You will never be “stuck” with ARMSTRONG Wrenches for they have a firmly estab- 
Display lished market, give complete satisfaction and build ever greater repeat business. 





Attractive 
and Stock Boards 
are furnished free 


orders.” egeiee §=3=LXARMSTRONG BROS. TOOL COMPANY 


direct by mail and 


———— “The Tool Holder People’ 
314 N. Francisco Ave., Chicago, U. S. A. 


NG 


ARMSTRONG BROS. 









TRADE MARK REG.IN U.S PAT. OFFICE 





ARMSFRONG 





Tool Holders Drop Forged Wrenches Stocks and Dies Pipe Cutters 
Lathe Dogs Ratchet Drills Write today for Chain Pipe Tongs Chain Vises 
“C” Clamps Armstrong Vanadium Wrenches Catalog B-27 Pipe Wrenches Hinged Vises 
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-- and 
the Customer 
Repeats! 


HEN yousellOsborn Wire Scratch 

Brushes, it is with the clear assur- 
ance that their proven excellence in 
abrasive work will bring buyers back 
for more. 


Easier to handle, faster—and made to 
fit the specific job, an Osborn Wire 
Scratch Brush combines specially 
tempered steel wire with seasoned, 
air-dried hard wood in a product 
from which users can confidently 
expect the utmost. 


JHE OSBORN MANUFALTURING LOMPANY 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 
Branch Offices: New York « Detroit - Chicago + San Francisco - Los Angeles 


A Better Wearing Brush 


or Every Use 








ey 
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‘because it’s better 


— for every purpose 


ACH year more and more Dealers sell 

U. S.Poultry Fence exclusively. For, it alone 

fulfills every requirement and meets every 
demand of their trade. 


It enables them to reduce inventories .... gives 
them a quicker turnover. ... increases sales and 
profits .... discourages price competition. 


U.S. Poultry Fence is continually outselling all other 
netting for every purpose. Its superior design and 
straight-line construction make it in universal de- 
mand for poultry parks, tennis courts, stucco rein- 
forcing, cages, kennels, trellises, cribs, machinery 
guards, play-grounds, gardens, stock rooms, and 
the score or more other uses to which it may be put. 
U. S. Poultry Fence is sold ONLY through the regular whole- 
sale and retail trade. If you are not familiar with U. S. Poul- 


try Fence, write today for a miniature sample roll. Please 
address, Dept. HA, 


Indiana Steel & Wire Company 


Muncie, Indiana 
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In this automobile age no house is 
safe against burglary? 

Burglaries are increasing every year 
because burglars are more skillful 


and daring than ever? The police 
catch less than 1 out of 20 successful 


burglars? 
Burglars find it easy to jimmy any 


door equipped with an _ ordinary. 


spring bolt or “dead” bolt lock? 

Burglars can’t jimmy a Segalock? 
The “live” bolt action of a Segalock 
grips the strike, or keeper with mas- 
sive fingers of unyielding metal? The 
Segalock actually interlocks both 


on this business? 





... it interlocks the 


door and jamb 


door and jam (or a pair of doors)? 
Burglars know that Segalocks are 
jimmy-proof, and avoid them? 

More and more progressive builders 
are today usitig Segalock equipment 
for modern buildings of all types? 
Realtors developing “model” home- 
sites are equipping their houses with 
Segalock protection? 

Millions of people today are protected 
against burglary by Segalocks? 
Millions more are only waiting to be 
introduced to Segalocks to buy them? 


SEGAL LOCK & HARDWARE CO., Inc 
55 Ferris Street, Brooklyn, N. Y. 


Protected Against Burglary 
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Once again Nicholson File 
Company advertising is 
out in front of the public 
eye, helping you to sell 
Nicholson Files. 


And once again we have 
prepared a display which 
will tie up your store with 
this advertising and in- 
crease your sale of tools. 


ere eel. 
FILES 


NICHOLSON 
FILES 


fe bute Raper Mer 





Nicholson File Company 
Providence, Rhode Island 
Gentlemen : 
Please send me post paid and free of all charge 
the Nicholson File Company Window Display, 
together with side cards, for 1929 


Name 





Address 








Striking Display-- 
[Jo Help You Sell 















If you have not received 
one of our displays mail the 
coupon now. One will be 
sent to you, free of charge. 
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| National Advertising 
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Nicholson Advertising ap- 
pears in thirty-seven big city 
newspapers. Farm Papers 
including the Country Gen- 
tlemen cover the rural field. 
Practically every industrial 
division is reached by 
special magazines. And the 
whole country is blanketed 
by the Saturday Evening 
Post, Collier’s, Boys’ Maga- 
zines and the Semi-Scientific 
Press. 


ee once fag vale gt0lso, NICHOLSON FILE CO. 


inches tall by 30 inches wide. 
Side card 10 by 22 inches 
and 10 inches by 18 inches. 


A P2482 FOR EVERY PURPOSE! 















hardwere and mill supply ‘deal 


A File for 
Every Purpose ee Mire Ay 














AAO 


U.S.A. Providence, R.1!.. U. S.A. 
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7 TRADE MARK REG. U.S. PAT. OFF 
Made of fine plied yarn and guaranteed free from flaws. 
For use in the best class of work. Will last at least a genera- 
atole me vate Mem otcMmaaleiane ltt ete) (cis (eh ar teh mele ty ire) ani ve) a a 


PHOENIX CORD 


Made of yarn not quite as fine. A smooth firmly braided 
cord, very serviceable for ordinary work, and for many pur- 


poses “good enough” 


SACHEM CORD 


=_—=—_ 7 
=>. = 
>. "2 “ 


Made of coarser yarn but not Roving. A cord we are not 
ashamed to manufacture for use where first cost is the main 
consideration. 


“ There IS a difference in Sash Cord” 





Je ote) om oyestetel pm uuellaemerhyc 

As Coyelmenienlelttjitcemirtelee 
facturer’s reputation behind 
them, save you from com- 
PE Tietawe- tele Cojaruttice)eetc ae 


We also make Clothes Lines, 
Small Lines and Braided Cot- 
ton Cord up to 1 inch diame- 
ter for all purposes; also 
Glazed Cotton Twines. 


Send for catalogues, samples and information to help sales 


SAMSON CORDAGE WORKS, 


89 BROAD ST., BOSTON, MASS. 
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Telescopic Rod No. 7, 
81% and 91% feet. 


SEER 























UNION 
STEEL FISHING RODS 


Just as a fisherman returns to the spot where 
he made a “good catch,” so does he return 
to the STORE that sold him the TACKLE 
that made the catch possible. 

UNION Steel Fishing Rods and UNION 
Multiplying Reels are that kind of tackle. 
They play a “return engagement” every time. 
The RODS—Strength and to spare. Joints 
that fit perfectly. Guides that let the line 
take free course. Handles equipped with 
cork that affords a good grip. Also Split 
Bamboo Rods and Cane Poles. The REELS 
—Quick winding. Free running. Perfectly 


balanced. Lasting quality. 


Both Rods and Reels at popular 
prices in styles to suit every fisherman. 


Your Jobber will supply you. 
Send for Catalog. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 





TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 
Established 1854 Incorporated 1864 





No. 300 
UNION 
Level Winding Reel 
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HE machinios who has speot many years oo 
where accuracy is essential knows from x 
that # pays to use measuring tools of the hnest quality 





obtainable. Skilled workmen everywhere insist 
on Brown & Sharpe Micrometers because caperi 
ence bas tx _ them that they can trust these 
fine measuring tools to avoid mistakes 








Micrometer No. 62 tilustrated above (range 
2 3 be chousande 
of more than 2500 tools titted Cats 
No. 30. Get a free copy trom 







Brown & Sharpe Manufacturing 
Company. Provadence, R. 1, U. 8 A 

















Every Brown & Sharpe advertisement is a 
capable salesman soliciting new business 
for you. Day in and day out, full page 
advertising is reaching tool buyers all over 
the country, telling them about Brown & 
Sharpe Tools and telling them to buy at 


your store. 


Year around national advertising and fre- 
quent bulletins to the trade keep our tools 
and our dealers in the buyer’s mind. Let 


these competent salesmen keep your selling 


costs low and your tool profits high. 


Address your inquiries to Dept. H. A.. 
Brown & Sharpe Mfg. Co., Providence, R. I.. 
U. S. A. 


BROWN & SHARPE TOOLS 


°° World’s Standard of Accuracy ”’ 
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pore | Instant-Lite 
U. S. Retail Sell- 
: Prices $9.50 and up. 





Coleman [nstans-Lice 


Coleman aathes Heater 
Model No. 5. U.S. Re- 
tail Selling Price $30.00 








oa meg By 28. 
—— il Selling Pe 

















Ter Bigger Profits in}Q” 





Push the Full-Year 
oleman [ine 


‘Lae need be no dull season for the dealer 
who features Coleman Products. Every shop- 
ping day in the year is a Coleman selling day for 
the full line Coleman dealer. 

From September to March Coleman Lamps and 
Lanterns are real “best sellers”. . . and of course they 
bring in a nice volume all year long. The Coleman 
Radiant Heater is another item that “goes big” in 
the fall and winter. 

With the opening of Spring and on through the 
Summer, Coleman Air-O-Gas Stoves are in demand. 
There’s a big summer market for Coleman Camp 
Stoves and Lanterns among campers, tourists and fish- 
ermen. Coleman Irons, too, are ready summer sellers 
when women appreciate ironing in cool comfort. 

Coleman Water Heaters are in season the entire 
year. Coleman Mantles can be counted on for steady 
repeat profits all the time. 

All Coleman Products make the finest kind of 
wedding, birthday and Christmas gifts. 

Coleman national advertising is working, too, 
every month, telling your customers about Coleman 
Products. Ask for selling helps which are available 
to help you tie up with this national publicity. Get 
in touch with your jobber or write us direct 
for full information. 








Coleman Self-Heating 
Iron. U.S, Retail Selling 








Price $6.75 








leman _ a 


Co 
Model No. 2 S. Re- 
tail Selling Price $12.50 

































Stove. Model No. 328. 
U. S. Retail Price $77.40. 
Other models $24.00 up. 





Coleman Air-O-Gas 














o. 


Coleman Water Heater. 
No. 3. Complete with 
Tank, Pump and Burner. 
U.S. ‘Rerail 





Price $37.50. 








Coleman 


THE COLEMAN LAMP & STOVE CO. _ | LampsMode 


Retail Selling Price $7.50 





General Offices: Wichita, Kansas, U.S. A. 


uick-Lite 
C329. U.S. 








Factories: Wichita, Chicago, Toronto 


Branches: Philadelphia, Chicago, LosAngeles 9 Semen 


(FD1) 





Coleman Mautles Retail, 
10c each, $1.00 per doz. 
SELL THEM BY THE 
DOZEN. 

























Quick-Lite — 
tern. U.S. 

om — 
$6.75 and 











Coleman :| 





up. | 
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RYING 
ee K NAMEL 


(and you know) is right — abso- 
lutely right —= before a single pack- 
age leaves the factory. That numeral “61°” helps a lot, of course. If you like to be 
annoyed by folks depleting your stock, write for the full details of the Intreductory 
Assortment of «61°? Quick Drying Enamel. This genuine oil enamel for furniture, floors 
or woodwork, dries in 4 hours, with a high gloss = and sells on sight! 

=Gave the aM as Si 
PRATT & LAMBERT-INC., Varnish, Enamel & Lacquer Makers ‘¢ | y°° ** 


114 Tonawanda St., Buffalo, N.Y. 20 Courtwright St., Bridgeburg, Ont. 








Bec Ltn 
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A new and improved 


There was plenty of room for improvement 
in carpet sweepers—so the designers of the 
Improved Capital developed several new fea- 
tures and improved the best of the old ones 
to make the carpet sweeper modern! Now 
the Improved Capital is offered to you at a 


much lower price than has ever been asked . 


for a carpet sweeper of real quality. 


The low-cost Improved 
Capital has these exclusive 
features: 


—a one-piece rigid top 
—oil-less wooden bearings 


in steel disc wheels, re- 
quiring no attention 


CARPET cowed 


—oil-tempered steel springs which never 
lose their resiliency or flexibility 


—oil-tempered carbon steel anti-tip device, 
so simple in construction it cannot get 
out of order 


—absolute interchangeability of parts 


And eleven improved features, including an 
absolute guarantee against mechanical defects — 
and the Improved Capital can be had in 
Mist Grey, Jade Green or Canary Yellow at 
slight additional charge! 


— 31/4 DI oo Bly INDIVIDU: 
INESE BRISTL 













NEEDS NO OILING 
(@ 


Can you find another sweeper 
anywhere at any price which 

offers so many exclusive and 
YR sorr'cen: improved features? Yet the 


FIRM-HANOLE 
NOTCH 


PAN DUMPS 





lat 40 ° 
q: smn cae Improved Capital sells at a 


PN FRICTION SPRIN 
’; ‘- 


much lower price than any 
sweeper which approaches 
its sweeping efficiency, me- 


chanical perfection, simplicity, foolproof 


features, appearance and desirability! 


We have a business- getting sales plan 
you will be interested to see — fill in and 
mail the coupon— Now! - 


CAPITAL FURNITURE MFG. CO., Dept. 73 
Noblesville, Indiana 

Dear Sirs: Kindly send me full details concerning the new 
Improved Capital Carpet Sweeper. I am interested in your 
dealer proposition. 


Ricci eo ae 
< 


CAPITAL FURNITURE MFG. CO. 
NOBLESVILLE, INDIANA 


Manufacturers of Carpet Sweepers, Bridge Tables, Bridge Chairs, Radio Cabinets, 
Radio Reproducers and Units 


Ec_E__ i 








| Gapital carpet — at 


a lower price 
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GAFTEMATIC Control offers selling 

features that were never before pos- 
sible in a gasoline stove. The Nesco 
cannot be flooded. Even if the generator 
and burner valves are opened the fuel 
supply valve will not operate until 
generator is sufficiently heated. If the 
flame is accidentally extinguished, 
Saftematic Control automatically shuts 
off fuel supply. In addition to these 
exclusive selling features, the Nesco 
has an instantaneous lighter. 


NESCO, 


Saft? 


“dhe stove with a brain” 


Saftematic Control is the 
talk of the trade! Never be- 
fore has such an outstand- 
ing development been 
made in gasoline stoves. 
Because of this exclusive 
feature, the success of 
Nesco Gasoline Stoves 
and Ranges has gone far 
beyond every expectation. 


One dealer in each community 
An Authorized Dealer Franchise is 
available to one dealer in each com- 
munity. Secure this Franchise and your 
store becomes headquarters for Nesco 
Saftematic Gasoline Stoves and Ranges. 
Your territory may still be open. Wire 
or write for full details. 


When in New York or Chicago Visit our Show Rooms — Suite 510, 
210 Fifth Ave., New York, and 346-358 W. Kinzie St., Chicago. 


NATIONAL ENAMELING & STAMPING CO., Inc. 
13 Twelfth Street Executive Offices: Milwaukee, Wisconsin 
Factories and Branches: Milwaukee, New York, Baltimore, Granite 
City, lil., Chicago, New Orleans, Laurel Hill, L. 1. , Philadelphia. 


~ GASOLINE 
STOVES £. RANGES 











Once more Remington 


offers to the sportsmen of 
the world a new creation of 
outstanding merit. 

The Model 29 Repeating Shot- 
gun embodies many improvements 
over existing models in construc- 
tion and design. Wide advertising 
will make this known. Inspec- 
tion of the product will instantly 
verify it. 

This gun will sell on sight. Be 
prepared for the demand. Order 
from your jobber now. 


REMINGTON ARMS COMPANY, Inc. 
113 Years of Quality 


25 Broadway New York City 


© 1929 R. A. Co. 
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Metallic Ammunition , 
that’s easy to sell 


RemINGTON Ore tile) aoe Or basaltriamin 
all sizes —rim fire and center fire. They 
prevent rust, corrosion, pitting and 
leading. Constant consumer demand 
creates rapid turnover. 

Stock this quick selling line. 

Don’t submit to substitutions. 


REMINGTON CARTRIDGES HOLD ALL SHOOT. 
ING RECORDS FROM 200 TO 1200 YARDS 


REMINGTON ARMS COMPANY, Inc. 
113 Years of Quality 


25 Broadway : . New York City 
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With every sale—can you 


Good piousckeoping , 
Window display featuring e, ° Instit wy guaranty made by the Kansas 
the Good Housekeeping - word, le 





Frestedand Approy 






HOUSEKEEPING ytag Shop, Ottawa, Kansas 


GUARANTEE SATISFACTION? 


HIS Seal is the mark of Good Housekeeping 

Institute. It is found only on household ap- 
pliances which have passed exacting laboratory 
tests. Products which have been awarded this Seal 
measure up to the highest standards of quality, 
serviceability and efficiency. The Seal 
assures you——and your customers in 
turn——that the merchandise will give 
thorough satisfaction in every way. 


People have confidence in this Seal. | 
They know it means their money’s | 
worth. They buy more willingly be- 


cause of it. And you can prove it. 


| 
Check your stock and learn what | 
tested and approved items you carry. He 








THis GUARANTY 
PROTECTS YOU 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 


This Seal will help you 


Merchants tell us it pays to specialize in the mer- 
chandise tested and approved by Good Housekeep- 
ing Institute and advertised in and guaranteed by 
Good Housekeeping magazine. Hundreds of 
them are winning new friends and easier sales by 

featuring the display card illustrated 
-,, here in their windows. These cards 
are free. To get them—and a com- 
plete list of tested and approved 
products——return the coupon below. 


Tested and approved merchandise is 
not only easier to sell, but the satis- 
faction it gives helps to eliminate com- 
plaints, exchanges and demands for 
free repairs. And satisfaction always 














Then remember to tell customers: 
“This is tested and approved by Good 
Housekeeping Institute.” You will 
find it one of the strongest argu- 
ments to clinch sales that you have. 


brings people back for more. 


FREE—You want people to 
know you sell satisfaction. This 
window card will help you share 
the confidence millions have in 
Good Housekeeping’s money- 
back guaranty. Sent free—simply 
return the coupon. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at Eighth Ave., New York City HA3-29 


Please send free window cards featuring Good 
Housekeeping’s Guaranty. Also complete list of 
Tested and Approved Devices. 


Name of Store... 


GOOD HOUSEKEEPING &...° 


57 STPEET AT EIGHTH AVENUE 


NEW YORK CITY 


Specify number of windows 
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They Fill the Bill 


Snatte uz 


Vice-President and General Manager 


To give the values represented 
by the Round Oak Line today, 
has meant a total reorganiza- 
tion of manufacturing methods. 


The result is a quality-quantity 
production that adds supreme 
beauty, convenience and attrac 
tiveness to Round Oak sterling 
quality; and achieves a dollar- 
for-dollar VALUE hitherto 
unattainable, 


Every Promise 


“Handsome is as handsome does” is the 
keynote of the selling appeal today. To 
attain sales supremacy, VALUE measured 
by both beauty and performance must be 
given in overflowing quantity. 


Round Oak promised its dealers to 
give them this Sales Mastery in the NEW 
ROUND OAK Line—and they have come 
through 100%. 


Fulfilled 


The new line fulfills the bill of MOD- 
ERN MERCHANDISING NEEDS in 
every respect. Every promise has been 
fulfilled. 

Here is the marketing attraction that 
surpasses all previous standards. 

Write for particulars of the New Line 
and the franchise that puts you in the 
real profit line. 


THE BECKWITH COMPANY 


"Round Oak Folks” 


DOWAGIAC, MICHIGAN 


Established 1871 








SD A OO EO POPES SESH OHH OH HH HPMSESSSOE 





a aes ay 








HARDWARE AGE for MARCH 7, 1929 


23 





C&L 32 


This is one of the most popular blow-torches we have 
ever made. It is more expensive than the 158 because 
it is made for much harder use. It is designed for the 
man who uses a blow-torch in his daily business and 
demands not only excellent performance but rugged 
ability to stand rough handling. 32 contains the most 
advanced, patented C&L blow-torch improvements. 
It also has a gold-banded red handle. Sure sign of 


satisfaction. 


OP 
ACROSS 
YOUR 


COUNTER 


IMAGINE yourself as a-blow- 
torch customer. Wouldn’t 
you like to know why one 
torch is better suited to you 
than another? You're right 
you would! Here are a few 
things your customers will 
be glad to know about 
Clayton & Lambert blow- 
torches. 

The use he has for a torch deter- 
mines your customer’s needs. A 
man who requires one in his business 
should have No. 32. But the man 
whose hobby is tinkering around the 
house can do perfectly fine with No. 
158. It isn’t so expensive. And as he 
uses a torch only now and then he 
doesn’t need one so husky. 

The patented burner orifice in No. 
32 goes big with the every-day user. 
No matter how tight he closes the 
shut-off valve, he won’t do any harm. 
But that is only one important Clayton 
& Lambert improvement. There are 
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C&L 158 


This blow-torch is especially made and 
priced for the man who likes to do odd 
jobs around the house, or to tinker with 
mechanical things. It will last a lifetime 
if it is not abused. Retails for about five 
dollars. It has the gold-striped red handle. 
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plenty of other exclusive refinements which will 
interest your customers. 

Tell them about the vaporizing chamber with a 
special vein system for faster, hotter heat. And that 
vein system lowers their fuel bills too. Point out the 


safety of a Clayton & Lambert. 
All fittings are built into the tank 
by a patented method that prevents 
explosions. And mention the brass 
tanks which are unbuffed because 
buffing sometimes weakens metal 
in spots. Things of that sort ac- 
count for the superior perform- 
ance of Clayton & Lamberts. As 
a result they’re the largest selling 
torches in the world. 


When you explain those things 
your customer will appreciate 
what a good torch you’ve sold him. 
He'll tell his friends about them. 
He’ll be an advertisement for you. 
Try it! Write for our catalog de- 
scribing the Clayton & Lambert 
line of torches and fire-pots—the 
largest selling line in the world. 


CLAYTON & LAMBERT 


MANUFACTURING Co. 
Detroit, Mich. 
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MONEL 
(METAL 


In every fourth issue 


of THE SATURDAY 
EVENING POST 


In nearly every issue 


of Good Housekeeping 


you will find a Monel Metal 
advertisement IN COLOR 














A few of the current advertisements in color now 
appearing in national magazines and reaching 
nearly 5,000,000 prospective buyers every month. 


which should prove to you that 
Monel Metal homeequipmentadvertis- 
ing is steady...consistent...continuous. 
Month after month, throughout 
the year, Monel Metal advertising is 
pounding home the superiorities of 
this silvery white alloy to millions of 
buyers of kitchen cabinets, refrigera- 
tors, table tops, washing machines, 
sinks and hardware. 


The consequence is an ever increasing 
demand for Monel Metal equipment 
and an ever increasing sales oppor- 
tunity for you. Are you stocking 
Monel Metal equipment and “cash- 
ing in” on this advertising? 

We would welcome an opportuni- 
ty to send you complete information 
about Monel Metal and Monel Metal 


sales and advertising activity. 


SEND FOR BOOKLET—“WHERE MONEL METAL SHINES” 


Mone! Meta! is a technically controlled Nicke!l-Copper alloy of high Nickel content. It is mined, smelted, refined, rolled 
mark. 


and marketed solely by The International Nickel Company, Inc. 


Toe name ‘‘Mone!l Metal’’ is a r registered trade 














MONEY 


\rHE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. v7 METAL 
L reletel eae Letereiel 
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Built for enduring service—and for greater volume of water from either 
shallow or deep wells, Myers Defiance Pump Standards are the logical choice 
of those who are discriminating. From tip to tip, every feature, every inch of 
construction, is designed for severe and lasting use. Whether operated by 
hand, windmill, pumping jack or other power—whether installed on the inside 
where protection is afforded or on the outside where exposure to the elements 
occurs—Myers Defiance Pump Stands qualify. You owe it to yourself and 
to the trade you serve to thoroughly investigate this superior line of up-to-the- 
minute pump stands. Write or wire. 


THE F.EJMYERS & BRO.So: 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
N UNLOADING TOOLS ~ BARN.FACTORY and 
ee SYS TERA tee “DOOR HANGERS: STORE LADDERS, Etc. 
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Forged, high grade steel 


GRASS HOOKS 


These hooks WILL cut grass 


They are practical tools that anyone can use effectively. 
PERFECT TEMPER; takes and HOLDS a KEEN EDGE 
Easily re-sharpened. 

Off-set Hickory Handle, Full Grip, Fits the Hand 
Gives PERFECT BALANCE at Proper Angle for EASY CUTTING 


No. 4 “Perfect” No. 1 “Hand Made”’ 
Natural black forge finish. 
Forged SCYTHE PATTERN, Cutting edge polished. 
12 inch ribbed blade. Hickory handle stained walnut. 
Polished, blue enamel finish. 
Detachable handle. 


W.C. Kelly “Perfect” Long Handled Grass Hook—No. 5 


No. 5 “Perfect” Forged SCYTHE PATTERN 12 inch ribbed blade, 44 inch handle. 
Polished, blue enamel finish. 


Blade bolted to goose neck malleable shank, at proper angle for 
EASY CUTTING from NATURAL UPRIGHT POSITION 


SCYTHES 


“Flint Edge” “Flint Edge” 

Hand forged 
with CRUCIBLE steel cutting edge welded be- 
tween layers of mild steel. 

Made in all patterns. WIDE HEEL GRASS SCYTHE 
“Briar Edge” “Briar Edge”’ 
The new method scythe 
Forged from one solid piece high carbon steel, 

Entire blade of tempered steel gives extra long service. 


TEMPERED SHARPENS HOLDS 
IN OIL EASILY KEEN EDGE ; BUSH SCYTHE 
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The lock that is 
! BODY } taking the trade by storm [SHACKLE 


Machined Cutter Proof 


From Solid 
Bar Bronze 




















LOCKING 
BOLT 

Deeply imbedded 

in toe of shackle 








Eliminate 
weather hazards 


DRAIN me 





KEY HOLE COVER 
Protects 
Mechanism 








cls 


Screwdriver slot 


, Pi key plug 
One key blank revents twisting 
services all Hurd locks or breaking of keys 


HURDO 


Cutter Proof, SawProof, FileProof Weather Proof 


SNAP LOCKS 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 
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Mesh only) 


GALVANIZED STeEL WIRE -E CLOTH 
cAll Grades 


<Gee===1,00k for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg.Co. 


Manufacturers of 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York Citv Georgetown, Conn. Chicago 
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The FREE BOOKS 


Mixed in One Minute 
| With Cold Water. Ready 


boosting = 
sales 
for —. 


What Our Dealers 
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Say About the New : - { 
r 
Home Color Books Instead of Kalsomine or Wallpape 
ong tog “eae Thousands of dealers have already found 
as cee ss these beautiful Home Color Books a marvelously 
“A wonderful success as an ad- effective sales-stimulant. Distributed to chil- 
vertising medium. Gave us a good s - 
increase in Alabastine sales.” dren for entertainment. ..to their parents and | 
“> pan weet names in cols.” teachers for instructive interior decorating, these I 
50 per cent increase in sales books stay in the home, and keep the name i 
ee Alabastine constantly before thousands of pros- 
. Alab hi i i 
ap opt + merida eae pective customers. ty 
e Dealers using this new advertising medium i" 
Increase in Alabastine sales 25 
to 30 per cent, due to the Drawing are already reporting 40 to 60 per cent increase 
Books and Color Cards.” | 
in sales. Intelligently distributed, these books 
“Since issuing the books, the . ° 
name Alabsstine has come before have in some cases increased sales over 500 f 
thousands of people who never Y. fi d d d Hl { 
knew — Many pees sives per cent. our rm name an a ress wl m H 
ur public an ° ° ° ? 
high achoolo have b been done with be imprinted without charge on the quantity of’ One Minute i 
i tee books you require. Alabastine 4 
" Color Booke are the : , 
ssasdedceies wbveniing ante wee For bigger volume and profits from Alabas- 400% for the Cross and tf 
out. 50 per cent increase in sales. . li d il i NOW Circle printed in red a 
tine, clip and mali this coupon ; on every package :% 


“We got the best results from 
wehave ever put out, Would like Other Forceful Coupon Brings FREE Books! 


some more this year. 
Dealer Helps 


ALABASTINE COMPANY 





“These books were the most 


1 ifts we ever gave to our ] ; p . " 
ait te tm fe of advesticing. Phe cpr ative: Sy oh ——— 823 Grandville Ave., Grand Rapids, Mich. 
uld have used twice the a ‘ Gentlemen: Please send me at once, absolutely 
wehad. Our increased sales were Our liberal array of dealer helps fren, the semis ob Alahastine Mame Coles Bock 
due to this advertising.” includes window cards, counter dis- ? q y, val eaapeineeeer 


indicated below, imprinted with my firm name and 
address. (State quantity of books desired for 
distribution.) 





plays, color cards, booklets illustrat- 


vibe books are called for by ing Alabastine uses and new Opaline 


both parents and children, stay in 




















the house, —_ the name before effects. 
po = undoubtedly build Impressive bookletsdescribingnew * 
and varied uses for Alabastine Dry 
“Best results from these books Positive Color. Firm Name 
of, sasthing yon pres Sut, ott. This extensive dealer program is 
pean: Sane phgroe » mead gorerd — tied up and supported by nation- Street Address 
wide advertising, reaching over 
25,000,000 homes. Town State...... 
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Seen advertising deals directly 
with the farmer’s problems. It 
points the way to greater profits 
through balanced farming; urges 
the farmer to consult the American 
Steel & Wire Company dealer on 
fencing problems; sends him to 
that dealer to learn why Zinc Insu- 
lated Fences and Steel Posts will 
save him both time in labor and 
money in their longer life as com- 
pared with any cheaper kind of 
materials. 


If you are not handling Zinc In- 
sulated Fencing or our Steel Fence 
Posts, write for full details. 


American 
Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 So. La Salle St., Chicago 
30 Church St., New York 
Sales Offices in All Principal Cities 
UNITED STATES STEEL PRODUCTS CO. 
San Francisco, Los Angeles, Portland, Seattle 


< Zinc q 


Insulated Fences 
Steel Fence Posts 





m Loc 
Poultry Fence 
— 


Poultry 
ah 
alls a 

Barbed Wire 


Wire of all kinds 
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ALL STEEL DISPLAY RACK 
| OFFERED FREE To RETAILERS 


WHO PURCHASE AN ASSORTMENT OF 
UNION TOOLS AND 
RIGHT REPAIR NANDLES 





THE UNON FORK & HOE CO. ||| 








| COLUMBUS, OH1I0 «<= FRANKFORT, N.Y. 
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BE READY --With the First Robin 


Make up your mind now—yes or no. 


Shortness of time permits no further 
delay. 

If you want that extra profit in garden 
tools, act now. 

The UNION DISPLAY RACK is sent 
to you FREE, when you order a small 
assortment of fast-moving Union tools. 
It increases tool sales and profits 25 to 
40 per cent. 


This has been proved—conclusively. 


Hundreds of. letters from successful 
dealers tell us so. 

It is the greatest tool merchandising 
idea ever devised. 

It gets every potential prospect. 

Its selling effectiveness is amazing. 
Its profit possibilities are unlimited. 
Have one on your floor before season 
opens. This can be done if you act today. 


Write us— wire us—for details of 


FREE OFFER. 


The Union Fork & Hoe Company 
COLUMBUS, OHIO 


Manufacturers of 


A Complete Line of Forks, Rakes, Hoes and Special Purpose Tools. 
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oultry Fence 


Hangs Straight and Tight 
Without Top or Bottom 
Support 


Strength and Beauty Combined—Both Wires are of the Same Gauge 


In this fence we have combined strength with The wire is made from best Open Hearth Steel 
beauty in a practical manner. It is the most in our own plant by skilled workmen who con- 


rigid and durable poultry fence possible. trol every operation from raw material to fin- 
ished product. 


The new combination of mesh and gauge wire Both Horizontal and Perpendicular wires are of 
is reinforced so securely that it insures a sagless the same full gauge with enough wave in the 
fence requiring no rail support at top or bottom. former to allow for contraction or expansion. 


The Twist Cannot be Opened by Unwinding with Pliers 


The twist is complete and stays put—it cannot be opened by unwinding 
with pliers. 


Galvanized before or after weaving. Put up in bales of 150 lin. ft., 2” 
mesh, in No. 19 or No. 20 gauge, 1” mesh in No. 20 gauge wire, in six 
inch widths from 12 to 72”. Backed by 50 years of experience. 


No dealer can sell a more satisfactory poultry fence. 


Our Other Products Include: 


Hexagon Poultry Netting eames "eee 
raywic 
Graduated Poultry Netting White Metal Finish 
Galvanized Hardware Cloth Wickwire Premier 
and the following brands Wickwire Bronze 
of Screen Wire Cloth Wickwire Copper 


Miscellaneous Wire Nails and Brads, put up in %, Y% and 1 Ib. packages, 25 and 50 Ib. boxes. 


, 
¥ } 

Ye. { 
vie \ Et 


Write your Jobber for Full Information and Prices Lies 
flat a 
without ee 
waves & 
Bi 
bale 
is 





unrolled 
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The “Sho-Mor” feature, illustrated 
below, may be had in connection with 
Heller Pivot doors, swing door, or the 
open type shelving used for paint 
house furnishing goods, etc. 





T4e44 


Your customers can see and handle the 
goods displayed on the “Sho-Mor” ledge. 
To a large extent they can wait on them- 
selves—thus requiring minimum help from 
the sales force. The “Sho-Mor” incorpo- 
ratesthe good featuresof table merchandising 
and its use will save the purchase of several 
tables, or permit floor room for more of them. 





Announcing 


SHO-MOR 


The new display cabinet by Heller which received such immediate 
acceptance at the Hardware Conventions. 





“Sho-Mor’”—the greatest advancein Place high grade articles on the 
hardware retailing methods in ade- display doors; display low priced 
cade—the most scientific, practical _ merchandise on the ledge. Custom- 
equipment ever devised forthe Hard- ets that come to buy the cheaper 
ware Store. No wonder “Sho-Mor”  gfades are unconsciously attracted to 
was the talk of the conventions the better items through direct com- 
, parison. Result—larger sales! Greater 


Equip your store with “Sho-Mor”. profits! 


There is only one “Sho-Mor”. No other equipment manufactured 

today can equal its irresistible sales appeal. “Sho-Mor”’ not only 

displays—it sells! Let us explain to you in detail how the “Sho-Mor” 
works. Send the coupon for full information. 


IIE LIL IE IR 


W. C. HELLER & COMPANY : MAIL THIS COUPON “4 


Complete service for Hardware Retailers —Store designing W. C. Heller & Co., 
enael ‘ ‘ lling and pling. Montpelier, Ohio. 


I 
i 
Write name in ! Gentlemen: 
' 
1 
1 








Pr s 


700 Bryant St.. New York eS margin below I want to know all about “‘Sho-Mor.” I understand that 
Montpelier, Ohio 20 Vesey Street 
Suite 500 


this does not obligate me in any way. My name and ad- 


and mail cou- 
dress appear in the margin below. 


pon today 
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That prize 
tool customer of 

yours, the carpenter, 
uses snips for a half-dozen 
different jobs. He’s an excel- | 

lent prospect for the New Circular 
Cutting T412. Youcan sell him with 
very little effort. ’ ’ ’ ’ ’ 


Carpenters now apply metal interior trim and 

many types of roofing which must be cut with 
snips. There are about a half-million carpenters in 
this country and the T412 is ideal for their work. 


Are you getting your share of this business? 


CRESCENT TOOL COMPANY 


204 Harrison St. Jamestown, N. Y. 


CIRCULAR 
CUTTING 
SNIP T412 
Price $1.50 
Equally efficient for 
straight cutting. 
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“How Are the Children Today, Mrs. Brown?” 






They look for the 
“Re Tag,” the 
Mark of Quality 


. ££. se 6 @ @ 


CYCLONE “RED TAG” 
WIRE SCREEN CLOTH 


Easy to sell because it carries the 
prestige of the well-known “Red Tag” 
label. Standard Cyclone quality. Gal- 
vanized or painted black. 100 lineal 
feet to the roll. 


@ C. F. Co. 1929 








You talk that way because you know a sure way to gain a customer’s good 
will is to show an interest in the family. But do you realize that here is a 
wonderful opening for a lawn fence sales talk? Certainly lawn fence is a 
family affair. It protects the children and the lawn, flowers and shrubs, it 
beautifies the home. Why, it’s the most natural thing in the world, after you 
have asked about the children, to say: 

“They'll be playing outside pretty soon. Say, Mrs. Brown, I know you worry 

every minute the children are out-of-doors with so much traffic going by. 

Have you ever thought of enclosing their playground with a good fence?” 
Customers like such proposals as that. It isn’t cold sales talk. It’s a neigh- 
borly suggestion that will build good will and sell lawn fence. 


Once they’re interested in fence they are sure to want Cyclone “Red Tag” 
Lawn Fence—known everywhere as the standard property protection. The 
right kind of sales methods and Cyclone Lawn Fence in stock is a sure way 
to profitable business. : 

Many of your customers will be interested in Cyclone “Complete Fence” for 
their homes. It’s furnished complete with fabric, posts, fittings, galvanized 
steel framework and gates. Estimates supplied covering materials or complete 
erection service. Write for catalog. 


CYCLONE FENCE COMPANY 
Main Offices: Waukegan, III. 
Works and Offices: North Chicago, Ill.; Greensburg, Ind.; Cleveland, Ohio; Newark, N. J.; 


Fort Worth, Texas; Tecumseh, Mich.; Oakland, Calif.; Portland, Oregon 


Pacific Coast Division: Standard Fence Co., Oakland, San Francisco and Los Angeles, 
Calif.; Portland, Oregon; Seattle, Washington 


Direct Factory Branches in All Principal Cities 


Cyclone *« 


Fence. Gates 
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He’s Satisfied With His Profits 


HERE’S always a smile of satisfac- 
tion when a merchant totals his 
sales for the year and finds his busi- 
ness on a good, sound, profit paying 


basis. 


He keeps abreast of the times and watches what other 
merchants are doing. He pays strict attention te his 
window displays and makes frequent changes to keep 
customers interested. 


He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are sue- 
cessful because they study and adopt the ideas and 
suggestions that have built success for others. 


These merchants are usually readers of 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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spurgh Chiclile 


Builds Fence Sales 


ITTSBURGH Chictite was the first successful 
hinge-joint poultry fence with one-inch spacing of 

















Although widely imitated, it stands today the 
most popular fence of its type and the only one 
made in a full line in weights from No. 1414 gauge 
to No. 18 gauge. 


9 lower line wires to be placed on the market. 






Pittsburgh Chictite is built to the standard of 
quality maintained for all Pittsburgh Fences, 
] special analysis steel wire, heavily Super-Zinced 
against rust and fabricated by the most modern 
equipment. 


It will pay you to handle Pittsburgh Chictite, and 
also to concentrate upon the Pittsburgh line for all 
your fence sales. Write for details of our agency 

















proposition. 





[ Pittsburgh Steel Co.] 











Pittsburgh \P; Pennsylvania 


New York Detroit Chicago Memphis 


ee Dallas San Francisco 
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With a complete line of Starrett Tools your 


customers receive quality.appreciate service, 
and you enjoy profit. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U.S. A. 
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The Man Who Buys a 
Trowel Is Likely to Be 
Interested in a Wash- 


ing Machine. 


Posed by 
Charles Colgan, 
veteran brick- 
layer of Phila- 
delphia, who 
has used W. 
Rose Trowels 
for 39 years. 


ECHANICS, especially bricklayers, masons, tile 
setters and plasterers, are highly paid workmen. 
They buy all manner of labor saving devices for 
their homes, as well as materials for keeping these same 
homes in repair—paints, enamels, brushes, nails, ete. 


: You can get the trade of these workmen by carrying 
a line of tools full enough to enable each mechanic to 
select the tool that suits him best. 


Bricklayers particularly require this because each must 
have the trowel of the height, hang and degree of limber- 
ness to which he is accustomed, otherwise his arm would 
soon become tired and sore. : 


So make your store a headquarters for tools. Carry 
a good stock of W. Rose Trowels and attract the trade 
of the highest paid workmen in the world. 


REMEMBER THAT THESE WORKMEN BUY MORE 
THAN TOOLS IN A HARDWARE STORE. 


Wm. Rose and Brothers 


George K. Goodwin, Owner 


SHARON HILL, PA. sig 
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It’s 
inherent, 
this Cambria 


Cambria Fence is made by Bethlehem Steel 
Company, at Cambria Plant, where superiér 
field fence has been manufactured for years 
and years. Quality in Cambria Fence is in- 
herent. Cambria Fence is made of Bethle- 
hem steel, of the grade selected by Bethle- 
hem metallurgists as most suitable for the 
purpose. The steel wires have a heavy, 
well-bonded zinc coating that will not 
crack, flake or peel. 


Dealers never go wrong in carrying an 
ample stock of Cambria Fence. There is a 
style for every purpose, for pasture, or- 
chard, chicken yard and garden, and for 
every usual or unusual farming need. 


You have to really sell Cambria Fence onlv 
once. After that your customers will return 


for more. 


There is permanent security in Cambria 
Fence. It is rarely or never in need of re- 
pairs. It is made to assure long years of 





Fence 


A standard hinge- 
joint, cut - stay 
field fence, with 
the extra quality 
that only a large 
steel producing 
Company can 
give it. 








Quality 


service. In fact, for genuine fence economy, 
year after year, we recommend Cambria 
Fence without reservation. 


Other Bethlehem Wire Products 


The same high quality that is present in 
Cambria Fence is found in other Bethlehem 
Wire Products, also. These products in- 
clude Steel Fence Posts, Wire and Rods, all 
styles of Barbed Wire; Nails, Staples and 
Bale Ties. 


Literature describing Cambria Fence and 
Bethlehem Wire Nails and other Wire 
Products may be obtained by writing to the 
nearest Bethlehem District Office. Ask for 
Catalogs W-1 and 8B. 


BETHLEHEM STEEL COMPANY 
General Ofices: BETHLEHEM, PA. 
District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, 
Seattle, Portland and Honolulu 


Bethlehem Steel Export Corporation, New York 
Sole Exporter of Our Commercial Products 





BETHLEHEM | 


WIRE and WIRE PRODUCTS 
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with our national advertising 
of these three mowers 


PRING’S almost here again and there’s not a 
S moment to be lost if you want to get your share 

of the ready-made lawn mower business that is 
being developed right now in 4,300,000 homes by 
our big spring national advertising campaign. 


The three nationally known mowers shown below are 
actually pictured in every advertisement in this cam- 
paign and, of course, the famous “Old Gardener” is 
also featured. What’s more, the readers of the big 
national magazines are being told to look for the 
LIFE-SIZE, full-color cut-out of the “Old Gardener” 
in the window or store of the nearest PENNSYL- 


VANIA dealer. 


Have you received this FREE business-getting cut- 
out, and, if so, is it on display? And have you asked 





The SUPER Great American 
Ball Bearing (Roller Bearing 
Wheels) 











us for our complete new 1929 package of attractive 
dealer “helps”? 


NOW is the time to act. FILL OUT AND MAIL 
THE COUPON BELOW, because every day’s delay 


means a loss to you in sales and good will. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street Philadelphia, Pa. 


PENNSYLVANIA 


Quality 
LAWN MOWERS 


aes 








The New Wm. Penn, Ball Bear- 
1A ing—one size only, 16-inch—Re- 
tail price. $16.50 at Philadelphia. 


The famous PENN- 

SYLVAN 

Junior, Ball Bear- 
ing 

















PENNA. LAWN MOWER WORKS, 1615 N. 23rd St., Date 
Phila., Pa. 


Please send the items checked below without delay:— 
Complete 1929 package of Sales ‘Helps’ 


Life-size cut-out of the “Old Gardener” 


Name and address. . 
(PRINT your name and address here and enclose proof showing arrangement of any desired imprint) 


I sell 


(Insert here names of any Penna. brands you carry) 


My jobber’s name and address 





























SaMseane Het 


Reais Beate Se EPL mi iets des Secs W a iE eR ae mae 
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Sargent 


popular-priced, quick-selling PADLOCKS 


EVERYONE buys padlocks at one time or another. The demand for 
them and the many uses to which they are put are virtually unlimited. 
Padlocks sell everywhere—in the large cities, in the towns, and in remote 
country districts. Hardware dealers, large and small, have found in Sargent 
padlocks a very satisfactory source of profit. 

These padlocks, of many grades, for every use, are carefully con- 
structed, sturdy and smooth-working, and neatly finished. All are plainly 
marked with the Sargent name, widely recognized as a sign of full value 
and quality. Sargent & Company, New Haven, Conn.; 94 Centre Street, 
New York; 150 North Wacker Drive (at Randolph), Chicago, III. 




















Wrought steel padlock with 
self-locking spring shackle 


No. 636 (below). A 2-inch pad- 
lock for general use where an 
inexpensive master key system is 
wanted. Brass inside work; steel, 
cadmium plated case, and shackle 
of cadmium plated malleable iron. 
Two nickel plated flat steel keys. 
This lock is also stocked, master- 
keyed in one set of 144 subject 
to master key—No. 636MK. It 
can be furnished to order with- 
out additional cost in 6 sets of 
144 each, making 864 padlocks, 
all different, with master key to 
pass each set. Made also with 
chain attached, No. 636C. 




















ee Oi SO mm mn nn ne ee ee ee ee et 


Iron and steel padlock with 
self-locking spring shackle 


No. 740 (above). A handy, sturdy 
padlock—1% inches in diameter. 
The case is of cast iron, dead 
black japanned. The center plates 
are of wrought steel, bronze 
plated. Shackle of wrought steel, 
bronze plated. There are 2 
nickel plated flat steel keys with 
each lock. Twelve changes. 


























Cast iron padlocks with 
self-locking spring shackle 


Nos. J725 and J726 (above). 1% 
inch and 2 inch sizes. These pad- 
locks have a case of cast iron, 
finished in dead black. The side 
plates are of steel, bronze plated. 
The self-locking spring shackles 
are of brass plated steel. A supply 
of all these popular numbers 
will meet a large percentage of 
the padlock demands of your 
customers, 


SARGENT 


LOCKS AND HARDWARE 
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For Eisghty-Ehree Wears 
The Standard 


HE importance of bolts and nuts in 

the daily tasks of the world is seldom 
thought of — perhaps because of their 
relatively small size and their apparent 
universality. Yet this universality gives to 
their role in industry a vital importance. 
They must keep constant pace with the 
giant strides of our complex and ever- 
changing civilization. 
For eighty-three years, Russell Burdsall 
&Ward have been leaders in the produc- 
tion of bolts and nuts, not only for Amer- 
ica but for the world. While practi- 
cally every important advance in the sci- 
ence of bolt and nut making has been de- 
veloped in their plants, this leadership is 


mi Dd 






the result, not so much of material equip- 
ment as of the men who, for generations, 
have worked together for the perfection 
of this one product the company started 
making in 1845. Today the Empire 
New Process Bolt with its high tensile 
strength and its accurately formed 
threads, and the Empire cold-punched 
steel nut, are the culmination of these 
eighty-three years of doing one thing and 
doing it superlatively well. 


RUSSELL, BURDSALEL 4 WARD 
BOLT & NWE COMPANY 

PORT CHESTER, N. Y. 

ROCK FALLS, ILL. CORAOPOLIS, PA. 


‘ae Offices at shapes ig Chicago, Detroit, 
Ll Seattle, Portland 





This advertisement is one of a series appearing every month in THE SATURDAY EVENING POST 














This is the shadow This is the shadow 
of the thread of a of an Empire N 
hardened and Bott Thread 
ground gauge, ae as own on the 
hown by the Screw chart of the Screw 
Thread Comparator. 


Thread Comparater. 
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Springtime is Fence time 


Push Page for profits 


PERFECTION ECONOMY 
36, 42 and 48 inch heights 36, 42, 48, 60, 72 and 84 inch heights 
A very popular design. Close spac- A moderately priced fabric that combines util- 
ing of pickets at bottom leaves no ity with durability. Plain galvanized finish 
foothold for children— proof unless otherwise specified. Furnished painted 
against dogs, cats and chickens. green to order at slight additional cost. 


You can build fence sales with these two leaders. For 46 years 
Page has proved its plus value. Known for quality, means 
increased demand with quick turnover and better profits. 


Order your supply now. Your name and address bring prices 
and complete information. Profit with Page. Write today. 


PAGE STEEL and WIRE COMPANY 


Bridgeport, Connecticut 


FENCE DEPARTMENT 
District Offices: 
CHICAGO NEw YORK PITTSBURGH SAN FRANCISCO 
An Associate Company of the American Chain Co., Inc. 


In Canada: Dominion Chain Company, Limited 
Niagara Falls, Ontario 
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Your Remington 


Cash Register 


REQUIRES JUST 


ONE KEY 


Not 3, or 4, or 6. You are the man 


who keeps the key—not somebody else. 


N° two Remington keys are 
alike. There may be 100 Rem- 


ington Cash Registers in your 
neighborhood exactly like yours; 
same design, same size, same finish. 
Yet, they are all different from yours 
and from each other. Your key will 
not unlock any of them. Not one 
key from any of them will unlock 
your register or any of the others. 
We will duplicate your key only 
on a written order, signed person- 
ally by you. There are plenty of 
registers on the market which can 
be unlocked —any time, by any 
one, from anywhere, who has the 
key to the same kind of machine. 


REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, Ilion, N.Y. 


Subsidiary of REMINGTON ARMS CO., Inc. 


Manufacturers of Remington Firearms, 
Ammunition and Cutlery 





“THE ONLY WAY TO GET 
ALL THE REMINGTON FEATURES 
IS TO BUY A REMINGTON” 








Remington, Cash Registers 


© 1929 R. C. R. Co. 







Remington Model A 436 
Cash Register 





2) 






Remington Model B 342 
Check Printing Cash 
Register 


manna 
e $9] 
: 5 es 











“No handle to turn 
No motor to Buy”’ 
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Remington, | BSD 
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Announcing 


Two New De Laval Milkers 


Now placing within the reach of all farmers and 
dairymen—large or small—the advantages of De 
Laval milking, giving dealers the finest and most 
complete line of milkers in the world to sell. 


The New De Laval Magnetic 
—the World’s Best Milker 


S milker combines all the 

good features ever developed in 

De Laval Milkers, plus a sim- 

plicity of construction and installation, 

minimum power requirements, uni- 

formity and perfection of milking, 

with reliability and dependability of 

operation never before approached. 
Again De Laval is first. 


Extensive trials during the past three years 
in various parts of the country prove the 
Magnetic to be the world’s best milker. 
Users are delighted with it—cows respond 
to it with fullest production. 


In the De Laval Magnetic, pulsations are 
controlled by means of a simple, efficient 
and patented application of electro-magnetic 
force, which is created at the pulso-pump 
and transmitted by wire to the units. Not 
only is the famous De Laval principle of 


controlled and uniform pulsations retained, 
but it is accomplished with less power, less 
expense, less installation and greater re- 
liability than was ever before possible. In 
the Magnetic Milker, pulsation control is 
instantaneously uniform, simultaneous and 
perfectly baianced. 


This means that with a De Laval Magnetic 
Milker every cow will be milked in the best 
possible way and in exactly the same manner 
at every milking, day after day, which is 
essential if they are to produce to the ful- 
lest extent of their abilities. 


Made in a variety of sizes for milking one to 
1000 or more cows. Can be operated with 
gas engines or electric motors. 


DEALERS: These new milkers will open 
one of the largest fields, and a new one, for 
the sale of farm equipment. They double 
the value of the De Laval Agency. Get in 
touch with us for full information. 


The De Laval Separator Company 


San Francisco 
61 Beale St. 


New York 
165 Broadway 


Chicago 
600 Jackson Bivd. 








. New De Laval | 


Utility Milker 
—for the 
Low Price Field 


_# 














* 


THE De Laval Utility Milker 
Unit was developed in re- 
sponse to a demand from users 
of single pipe line milkers for 
De Laval Units to work with 
their outfits. A new and in- 
genious type of pulsator was 
developed which enables the 
Utility Units to work on such 
installations in a very satis- 
factory manner. 

Many of these Utility Units 
were put into operation and 
have proved so successful that 
it was decided to offer for sale a 
complete Utility Outfit. 

Tests have shown that the 
De Laval Utility will give better 
results than can be obtained 
from any other milker in its 
class. It is a quality milker in 
every respect and reaches a 
lower price field so that more 
users can enjoy the advantages 
of De Laval milking. Made in 
one and two unit sizes. 


New Alpha 
Dairy Power 
Plant 


For operating De Laval Milk- 
ers and Separators. Built 
like an automobile engine. Has 
mechanically operated overhead 
valves, splash oiling system, 
roller bearing and a 
built-in water heater which heats 
water for washing the milker 
while the engine is running, at 
no additional cost. 
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The exclusive reinforced selvage of New 
York Wire Cloth is an identification plus. 
It isn’t something added just for convenience 
or to make a prosaic product look pretty. 
It’s a mark of strength—an identification 
plus a “reason to buy.” 


The reinforcement consisting of a double 
wire adjacent to the selvage, strengthens 
screens at the weak points (the selvage) ... 
puts added life in screens... breeds more 
satisfied customers for you... gives you an 
advantage over the dealer who carries only 
ordinary non-reinforced screen cloth. 


Which kind would you 
buy to protect your own 
home and children? Even 
if you had to pay a few 
cents more, wouldn’t you 
buy a screen cloth that 
combines strength with 
protection? Can’t you 
sell best merchandise 
which you yourself re- 
gard most highly? 











Note the Reinforced Selvage 


Advantages of the 


nN & BO NHN 


Reinforced Selvage 


Gives added strength along the edges 
where most screens tear out. 


Adds life to the screen—eliminates 
premature re-wiring. 


Gives an even, straight line to follow 
when nailing cloth to frame. 


Provides you with new distinctive 
selling points for an article you have 
always stocked. . 


Provides a sales-stimulating, useful 
feature that positively identifies New 


York Wire Cloth. 


And a Real Merchandising Plan, too! 


New York Wire Cloth has a real merchandising plan to help increase 
your 1929 sales of Opal Zinc Coated, Liberty Golden Bronze and Liberty 
Antique wire cloth. National advertising, full color Window Display, 
attractive counter literature, electros for your newspaper advertising—a 
complete promotion plan. Ask your jobber’s salesman. He has the details. 


NEW YORK WIRE CLOTH COMPANY, 342 Madison Ave., New York 





th 
i 
ki 
i 
} 
1 
; 
i 











HARDWARE AGE for MARCH 7, 1929 


EL 


Displaying 
Coldwell 


Lawn 
Mowers 


Right: Coldwell Imperial will double 
Roller Bearing. New in e 
principle... new in i} your profits 


design . . . new in me- 
chanical betrerments. 
Timken Tapered Roller 
Bearings. Cutter blades 
tempered in oil. Built 
to last. 











Merchants who do not 
carry the complete 
Coldwell Line will find 
our 1929 proposition 
very attractive. Write for 
it! 


Dealers are finding that when they give prominent display to Cold- 
well Lawn Mowers, sales increase at greater speed than ever. Lawn 
owners who have seen the new, strong Coldwell advertising are re- 


minded to buy. 


So get behind this line of time-proved, dependable lawn mowers. Take 
full profit from the wide-spread advertising on the new line of Coldwell 
Motor Lawn Mowers. Display these great power machines. Advanced 
features, in addition to well-known Coldwell refinements of the past 


make them fast sellers. 


HAND GASOLINE 
== COLDWELL sm 


DEPENDABLE LAWN MOWERS 





COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 





























We are ‘telling the ener om Bassicks! 














They'll buy from you if you do your share 







N: other caster line in America gets such 
advertising support as the 1929 campaign 


on Bassicks. 










Millions of people—being told again and again 
through national magazines —“Buy Bassicks! 
Buy Bassicks! Buy Bassicks!” What does that 


mean to you? More sales—Easier sales— More 








profitable sales—if you’re cashing in on it. 






When a caster prospect walks into your store— 






he’s already acquainted with Bassicks. If 







your stock of Bassick Casters and NoMar Rests 





ture res 


Paid hang 


is in sight—the other half of the selling is done. * protect | Casters, 
© g ies = 
Prou Clion — of de lolli 


He’ll pick out the ones he wants, hand you Ox: 










How No YW, 


Ts 
"UR and ss Pre tony 


the money. Who could ask for easier, quicker, 









more profitable selling? 








DISPLAY BASSICKS 
That’s your part of the job. Do it well and 
















This reduced re- ‘ 

watch the profits pile up. y 3 production of a 

v f ast hoon ahh i be ih simpy aa Bassick advertise- 

they’ giT? # sete is ty it dea % Fervicw by %: ment is typical of 

3 our1929 campaign 

in national maga- 
zines. 
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THE BASSICK COMPANY 
BRIDGEPORT CONNECTICUT 


For 32 years, leading manufacturers of casters and 
furniture rests. 














This advertising will put money 
in your cash register if you dis- 
play Bassick Casters and NoMars. 








NO MAR RESTS CASTERS 
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- (“Rusty”) TEE, former national 
champion wrench baffler, named by some ex- 
perts as the stubbornest single piece of pipe of 
all time, protests against the rough treatment he 
received at the hands of a Trimo pipe wrench: 


**No, I’m not hurt,” he admitted, “not even 
scratched; just terribly disappointed. 
I would still be holding the title today 
if they had not used an Improved and 
Mightier Trimo on me. No pipe can 
stand that. Ordinary pipe wrenches 
could never budge me. I consider it 
was unsportsmanlike to use a Trimo.” 


You can’t blame the pipes for crabbing. Improved 
and Mightier Trimo is just too much for them. 
You'll find all the leading hardware dealers lined up 
on the winning side—in the Trimo cheering section 


Hardware and Supply Deale~- 
Everywhere Sell 


TrRimo 


TRIMONT MFG. CO., INC. 
ROXBURY (BOSTON), MASS. 
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Roof Coating 10 aa 





certain well known (Irishman 














ly a paint. For 
every kind of roof except shin 
gles. Ask for Rutland Roof Coat 
i or 





Patching Plaster. 


RUTLAND 


ASPHALT 6 ASBESTOS 


- Bae 














THE S°™'!RDAY 
| EVF, sme ST 


vakee 











ee advertising 


in the Saturday Eve- 
ning Post and Better 
Homes and Gardens 
makes Rutland Roof 


Coating easy to sell. 











Everybody has heard of him—the Irishman who 
neglected repairing his roof because, when it 
rained, he couldn’t; and when it was clear, it 
wasn’t necessary. 

There are lots of such people in the world. 
Some may never get around to doing the job— 
but many simply need to be told how easy it is 
to mend roofs with Rutland Roof Coating. 

Rutland national advertising in the Saturday 
Evening Post and in Better Homes and Gardens is 
continuously reaching millions of home own- 
ers—educating them to the idea of repairing their 
own roofs—and reminding them to demand gen- 
uine Rutland No-Tar-In Roof Coating. 

To sell Rutland is to take advantage of the 
new demand and new sales possibilities created 
by this advertising. 

Rutland Roof Coating is a high grade asphalt 
and asbestos preparation, backed by our 46 year 
record as manufacturers of quality products. It is 
as easy to apply as paint, and will not crawl, sag, 
harden, blister or peel. 

Send coupom today for full information and 
proposition to dealers. 


RUTLAND FIRE CLAY Co. 
RUTLAND, VERMONT 


Manufacturers of Rutland Patching Plaster, 


Stove Lining, Furnace Cement, and Concrete Patcher. 


! 





RUTLAND FIRE CLAY CO., Dept. P-7, Rutland, Vermont. 
Please send me full information on Rutland Roof Coating. 
NE TG 2 45:0 PAGO SESE Seba bccbce Cie O ear Vabe ead ene oe kae” 
Co ET cr he REL ee eee eT CR EE 
GO Sick dscenvecwesevaswevencecas BARR ccccntsccenavennue 
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Rutland 


No-Tar-In 
ROOF COATING 
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Your aim is to sell high class merchandise. 


Cheap, poorly tanned leather will hurt repeat business. 


ALLEN’S SOLE STRIPS 


Bend Stock 
Grades X—No. 1 or A 


are made only from the choice bends of selected packer hides. 


They are tanned with extreme care by processes which have been 


developed through generations of experience. They have the 


substance, weight, and the iron which give months of added wear 


and mean satisfied customers. 


Allen’s Sole Strips 


The Standard of Comparison 


THE UNITED STATES LEATHER SELLING CORP. 


New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia 


San Francisco 


NOTHING TAKES THE PLACE OF LEATHER 
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Week of 
Mar. 3rd to 9th 


ccidy Word of Wouth’? 


For every Winchester 
advertisement we pub- 
lish there’s a score of 
better advertisements 
spoken than we possibly 
could write. And the 
biggest campaign that 
we possibly could run 
would always be exceed- 
ed by the one-man-to- 
another campaigns that 
are circulated every- 
where by word of mouth. 


We here publish. for ex- 
ample, a quotation from 
a letter which we recent- 
ly received. Think how 
many men will take up 
Staynless Ammunition 
when the writer of this 
letter tells his friends 
and rifle team mates 
how thoroughly these 
non-corrosive cartridges 
protect the barrel of his 
gun. 











STER 








FEXTEREG eee ee 
WINCHESTER 








w 

WINCHESTER 
ee 
w)STAYNLESS | 








7} 
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Read This Interesting 
Letter About 
Staynless Ammunition 


“JT have a special match rifle,” writes a 


correspondent, “and it was with fear 
and trembling that I fired the first box 
and put the gun away without spending 
at least half an hour cleaning. By re- 
ferring to my ammunition book today, 
however, I find that, from December 1, 
1927, to January 1, 1929, I have shot 
11,000 rounds of Winchester Staynless 
Long Rifle. The barrel is perfect. It 
looks as if three or four rounds of ordi- 
nary smokeless powder had been fired. 
The rifling stands out as clear and dis- 
tinct as when the gun was first received. 
If this is not a conclusive test, I do not 
know what would be.” 


A conclusive test indeed and also a con- 
clusive indication that it pays to handle 
guns and ammunition which build con- 
fidence like this. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Display Room 
312 Broadway 
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SEVENTY-FOUR YEARS 
of knowing how 


Seventy-four years, almost three-quarters of a 
century ago, Sidney Turner and Norman Day 
began the manufacture of hickory handles in one 
small plant in Norwich, Conn. The supply of 
hickory being limited in that part of the country, 
they were compelled, during the Civil War to move 
their plant to Baltimore, Md. Here they exhausted 
their supply of hickory and in 1877 moved to 
Louisville, Ky. From this humble beginning in 
one small factory this company grew until today 
Turner, Day & Woolworth is the largest producer 
and distributor of hickory handles in the world with 
factories located in nine different states and Canada. 

During all of these years of experience Turner, 
Day & Woolworth has acquired a wealth of knowl- 
edge in the making of hickory handles. Their 
standards of inspection and grading have always 
been most rigid and honest. The quality of their 
handles has always been uniformly high. 


Select Your Requirements from these Grades 








Mr. Chas. D. Gates, President of Turner, 

Day & Woolworth Handle Co. He has 

already seen 51 years of active service 
with this firm. 


Here is a complete line from which you can select any type of handle you may 
need. Ask your jobber for complete information. 


Mixed Red and White Hickory Handles 


White Hickory Handles 
Longer than 24” 








Longer than 24” 


DANIEL BOONE GRADE: 

Superfine selection of all white, heavy weight, SEC- 
OND GROWTH Hickory, a perfect handle. 
PERFECTION GRADE: 

Extra selection all white, good weight hickory, a 
perfect handle. 

TRIUMPH GRADE: 

Selected white, good weight hickory, permitting 

occasional small streaks, slight blemishes. 


24” and Shorter 
DANIEL BOONE GRADE: 
Superfine selection all white, heavy weight, SECOND 
GROWTH hickory, a perfect handle. 
PEERLESS GRADE: 
Extra selection white, good weight hickory, permitting 
occasional slight streaks, free from defects. 


HERCULES GRADE: 
Extra selection mixed red and white, heavy weight 


hickory, a perfect handle. 
SUCCESS GRADE: 

Selected mixed red and white, good weight hickory, 
permitting occasional slight blemishes. 
EAGLE GRADE: 

Mixed red and white hickory, with defects which do 
not injure utility. 

24” and Shorter 
DAISY GRADE: 

Selected hickory, a white, good weight, per- 
mitting some red wood or light streaks. Free from 
defects. 

BEAUTY GRADE: ° 

Principally white hickory, permitting some red wood 
and slight defects in grasp or eye end. 


5, WOOLWORr, 
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Some of the High- 
lights in This Issue 


are Llew S. Soule’s “Trade 
Winds,” a very timely editorial 
on present-day conditions; 
Saunders Norvell’s story about 
various kinds of “Experts” ; 
Jowitt’s Show Card article, and 
don’t neglect to read the inspir- 
ing story about Tom Carrel, the 
pioneer hardware salesman of 
the West. Jimmy Burke tells 
the proprietor of the Stark 
Hardware Co. some good ideas 
on tool merchandising starting 
on page 58. Read them all and 
note the opinions and experi- 
ences of other hardware mer- 
chants given in the various 
convention reports of this issue. 


Read What They Say About 


Us— 


I have received the bill for Harp- 
WARE AGE for another year, and 
while I am not anxtous at any time 
to receive bills for anything, I am 
always glad to pay for HARDWARE 
Ace. It is one magazine that I have 
read continuously for over twenty 
years, and I would feel very much 
lost without it. I consider it one of 
the best magazines in the United 
States on hardware and its affiliated 


lines. 
U. S. Shacklett, 
l1ouston, Tex. 


Receive it every week —enjoy 
every page. 
Pataskala Hardware Company, 
Pataskala, Ohio. 
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does PROFIT come from? 


DOLLAR is never made in any business 
until a SALE is made. 


Even buying goods at half what they are worth 
doesn’t make a penny until the goods are sold. 
The merchant who spends 90% of his time 
arguing price with salesmen often discovers that 
his competitor is out-planning him in retail selling. 
The science of modern business is the science of 
selling . . . . yet how many merchants are con- 
fused by chain store propaganda that “buying 
power’’ is the big thing. 


True—buying is vitally important, but the most 
important thing in buying is choosing with a view 
to selling . ... “buying backward” actually is 
the big idea. 

In many of the largest retail organizations today 
the manufacturer with a new product must first 
see and sell the sales manager or sales committee. 
He must first give a satisfactory answer to these 
questions: “Can we sell it?” . . . . “HOW can 
we sell it?” After that, the buyer enters the 
picture. 

The keen competition between jobbers and be- 


tween manufacturers and jobbers goes a long way 
toward protecting the retailer. Today first class 


distributors are seldom far apart on price, and any 
difference in price is usually justified in quality or 
quantity. 
It is doubtful whether a retail hardware dealer can 
afford to take the time to keep posted on the 
prices of everything in the vast line of hardware. 
On the other hand, that is part of the jobber’s 
job . . . . correct buying should be his part in 
the scheme of things. 
A large group of specializing buyers can best 
choose from the great variety of manufactured 
articles the ones that sell best in the retail store 
. the jobber must do a better and better job 
of buying . . . . the jobber’s own selfish interest 
requires that he protect the dealer’s margin, the 
dealer’s cost and the dealer’s stock. 


By the same token the retailer will do well to de- 
pend more and more upon that jobber whose serv 
ice is most efficient . . whose average price is 
lowest . . . . whose values are best . . . . whose 
policy is fairest whose selling assistance is 
greatest. 

This will permit more and more retail sales plan- 
ning . . . . and that is where the retailer’s battle 
is being fought . . . . selling and sales planning 
is the end where the money is made. 


HIBBARD. SPENCER. BARTLETT (. 
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and methods of merchandise distribution are on 

trial, This is as true of chain store and mail 
order distribution as it is of independent merchan- 
dising. 

The chain store is far from being established 
as the last word in merchandising. As a matter of 
fact the chains are as yet doing but a small percent- 
age of the total merchandise volume. At the same 
time it cannot be denied that their entry into the 
merchandising field has been spectacular, and that 
they have made serious inroads into the business of 
the independents. It is also well to remember that 
they are still growing, and are making further in- 
roads daily. 

They have already weeded out a good many in- 
efficient and underfinanced independent merchants. 
At the same time they have forced the remaining 
independents to be more efficient than they ever 
were before. The chains are just beginning to real- 
ize that there are stumbling blocks in their road; 
that they are slowly but surely approaching what 
may be a stone wall in their path of progress. In- 
stead of having the entire merchandising field to 
themselves, they now realize that only a part of 
that field is open, and they are already beginning to 
compete heavily with each other for that part. 
There is dissension in the ranks of the chain store 
allies, not apparent a few years ago. 

At the same time it is well to remember that the 
various factors of the independent system of dis- 
tribution are not as closely in harmony as they 
should be—or must be—to win the big competitive 
battle now being waged. To be sure there is more 
of the work-together spirit in evidence than ever 
before, but the give-and-take element of real co- 
operation is still a matter for serious consideration. 

There are still a lot of friction points yet to be 
smoothed down by closer personal contact and 
greater realization of the other fellow’s viewpoint. 
We have a growing disposition on the part of the 
majority of manufacturers, wholesalers and retailers 
to be fair, but we need a more thorough understand- 
ing of what constitutes fairness. We need more 
unselfish, unbiased cooperation. There is no one 
particular culprit. All branches of the trade are 
equally at fault, and the primary cause is difference 
of viewpoint. We are all prone to see only our 
own side of a business problem. 

Through the Hardware Council, the hardware in- 
dustry has taken a great forward step. Some of 


[’ the present era of competition, all avenues 
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Let’s Get in Step 






WINDS 


the more important friction points have been located, 
diverse viewpoints have been brought out and prac- 
tical suggestions made. But there has been no gen- 
eral cohesive movement to use the Council’s find- 
ings. We have taken one step, but many steps are 
required before a child learns to walk and run. 

There ate too many well-known but unsettled dif- 
ferences in the ranks of the independents. Until 
those internal differences are settled amicably, the 
independent distributors are hardly in position to 
wage a decisive competitive battle with the forces 
of mass distribution. The sooner they are settled 
the better it will be for all concerned. 

We need a more definite conception of the func- 
tions of the manufacturer, the wholesaler and the 
retailer; a closer adherence to business ethics in the 
selection of distributors and sources of supply, with 
less encroachment on the functions of others. 

We need a better understanding of the cash dis- 
count and the matter of cancellation of bona fide 
orders. 

We need a more general threshing out of the 
problem of collective buying; its disadvantages and 
dangers, as well as its possible advantages. 

We need a more comprehensive study of hard- 
ware competition; thé articles and prices involved, 
as well as practical methods for meeting that com- 
petition profitably. In that study we need greater 
acceptance of the basic fact that the present dis- 
tribution crisis is not merely a retailer’s problem, 
but one on which hinges the fate of the entire sys- 
tem of distribution through independent channels. 

We need a more thorough knowledge of what 
quantity means as a basis for price. This necessi- 
tates the establishment of reasonable quantity limits 
—based on costs—for extreme prices. It also neces- 
sitates buying in reasonable quantities to cut down 
the general distribution overhead. 

We need a greater comprehension of the impor- 
tance of the human element in the hardware busi- 
ness; a solution for overlapping territories and over- 
manned stores; a practical cooperative plan for the 
training of salesmen. 

Above all, we need a merging of individual view- 
points into a common viewpoint of the hardware in- 
dustry as a whole. 

Why not make the one step, exemplified by the 
Hardware Council, the beginning of a real business 
stride, with manufacturer, jobber and retailer all 
in step? 






















































HARDWARE AGE for MARCH 7, 1929 





“All Right—suppose they don’t!” 





“you let a girl take away 
your tool business and 
blame it on price” 


Picture at top of page shows tool department of 

American Hardware Stores in Bridgeport, Conn. 

Note the combined use of open top tables, show 
cases and open wall cases 


Says Jimmy Burke. “‘Home Owners 
and Amateur Mechanics Are Now Giv- 
ing Us a Larger Tool Volume Than 
Formerly Came from Carpenters” 


By CHARLES J. HEALE 


LL right suppose carpenters don’t use a full kit of 
hand tools today—suppose houses are practically 
tailor made in mills and merely assembled by hand 

work and suppose racket stores do feature all kinds of 
cheap grade tools at low prices. What of it? Why do you 
always analyze your tool market in the past tense? Why do 
you always bend your energies to prove that certain phases 
of yesteryear’s good business have been eliminated in the 
changes of buying habits, which are all natural develop- 
ments of progress? Why don’t you think in terms of the 
present and the future and study the tool market at hand? 
Don’t spend your time rejoicing negatively over the post 
mortems of business you have lost. Stop trying to dis- 
cover sales you don’t and can’t get. Concentrate your mind 
and energies on business you can get, do get and will get. 
Figure out what can be done with the present tool market 
and note what other hardware dealers are doing about it.” 

Jimmy Burke said all this, in almost one breath, after 
listening to George Stark, in one of his occasional pessi- 
mistic moods explain that as far as the Stark Hardware Co. 
of Centerville was concerned the tool department was due 
for an early and decent burial, in the same plot as the 
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former buggy and whip department of bygone days. And as 
Jimmy looked about the section where tools were kept, he 
could see that his friend’s outlook (confined as it was to his 
own store) was based probably on experience. As a salesman 
for the Hardware Jobbing Co. he covered a fairly large 
territory and most of his viewpoints were composite, based 
on the general experiences of many hardware dealers, some 
good and some bad. He thought of tool retailing in a 
different light than did his cus- 
tomer George Stark. Jimmy had 
several customers whose _ tool 
business was steadily increasing, 
and he knew why. Of course 
he had unfortunately many more 
whose records were not quite so 
encouraging, but as he reviewed 
the situation in his mind, the tool 
market looked bigger and better. 
His immediate problem was to 
convince Stark toward the same 
way of thinking—but it must be 
done without jeopardizing the 
very cordial (and profitable) relations which had been de- 
veloped by many years of contact. Thinking about the 
need of more and better lighting, the removal of the glass 
partitions from the wall tool cases and the total lack of 
visible value-creating price cards poor Jimmy wondered 
just how to begin. 

George Stark solved that part of the problem, telling the 
younger man that he had better get out of the hardware 
business and get into something worth while, a business 
with a definite future, etc. As an example of the pending 
ruin of the retail hardware structure of the country he 
cited a few recent experiences. ‘Why only the other day,” 
said he, “a fellow wanted a hammer. I showed him one 
at $1 and another at $1.50. First thing he said was 
that he could get one for’a quarter at a chain store, two 
blocks away. ‘I told him $1 was the cheapest hammer I 
had, that I was sorry. Guess he bought it down the street 
_and—” 

“Yes and while he was buying the hammer he probably 
bought a lot of other things,” broke in Jimmy. “He natu- 
rally would down in that store, he could see what they had 
and knew quickly the prices on all goods displayed. Some- 
times I think you are trying to hide your lines. Brighten 
up the store with bigger and more lights. You have a fine 
stock of tools, the best quality available and fairly priced 
for the values you offer—and that’s just it. You can’t talk 
price, of course you can’t—you shouldn’t try—you must 
talk values, that’s what you have. Your dollar hammer 
priced at 98 cents would have had a different psychological 
effect on that prospect, and at that price was easily worth 
more than four times the quarter model which he probably 


bought. 
Emphasize Values 


“You should tell him that you can furnish quarter ham- 
mers, and ten-cent screw drivers and other almost worthless 
plunder disguised as tools, but that your business has been 
built up on the value basis and not on price appeal. Tell 
him that the better grade of tools will give him much more 
added satisfaction, longer and more efficient service. Make 
him want your good tools more than he wants the money 
they will cost him. Have some pride in the lines you sell. 
You know more about tools and their uses than any man 
in this town, yet you let a girl clerk take away your tool 
business and are willing to let this happen and blame it 
on price, The girl who sold that man a hammer didn’t sell 
it at all. She did not have to and couldn’t have done so, if 
it were necessary. She merely exchanged money for mer- 
















chandise. The man sold himself. At that price the store 
couldn’t do much selling. 

“You could easily display a skeleton line of cheaper tools 
adjacent to your regular lines. Use the cheaper grade for 
comparison purposes and in most cases you will find the 
customer selling himself the better grade. It doesn’t really 
take an expert to detect the difference in tool qualities. 
Have a few quarter hammers. Let peopie pick them up— 
some of them will insist upon this 
grade. Let them have it. The 
majority will listen to your logic 
and will quickly recognize that you 
sell good tools because you believe 
in them and not because you mere- 
ly wish to exact a higher tariff or 
because you can’t operate your 
business as economically as 
others do. 

“Often you will find that 
persons not primarily entering 
| “the majority will YOUr store for tools will be 
} recognize that attracted to that department 

you sell good by the display of the price ap- 

tools, because you be- peal tools. They will fumble 
lieve in them.” about and become interested 
and from such a start you can 
build up the sale on good tools. At first people may say ‘I 
didn’t know you had hammers as cheap as that, Mr. Stark. 
I thought I had to go to Blanks for such bargains’. That's 
your cue. Tell them in a friendly way that you can fur- 
nish anything anybody else can and that if they really wish 
that grade of merchandise you will of course be pleased to 
supply it, but that your extensive experience prompts you 
to advise consideration of values rather than of bargains. 
Tell them that values bring indefinite satisfaction whereas 
bargains only appear attractive at the moment.” 


Not How, But Where? 


“You're partly right Jimmy,” admitted Mr. Stark, “but we 
don’t actually have the call for tools that we used to enjoy. 
Telling a fellow how to sell good tools is one thing and find- 
ing someone for him to sell them to is another proposition. 
If tools are not used they won’t be bought and if they aren't 
bought we can’t sell them.” 

Jimmy was glad to get this comment. It opened up the 
very subject he wanted to discuss, so he sailed right into it, 
saying, “The very things I suggest are particularly potent, 
now, that the mechanic is becoming a lesser factor’ in the 
buying of tools. The good mechanics didn’t need to be sold 
on quality. You couldn’t sell them,anything else. In their 
present day requirements, even though limited they will 
continue to demand the best grades. But the really big 
market today is among the many thousands of handy men, 
and the thousands of boys learning manual training in 
schools. In other words the housholder or amateur me- 
chanic, is the man who buys tools today. This type of buyer 
is not always quality conscious in the beginning. He may 
very likely think about buying tools from the price angle 
first. As he progresses in the making and repairing of vari- 
ous things, his skill will improve and he too will demand the 
better grade. It is your job to help educate him along 
quality lines. His very unfamiliarity will make him most 
susceptible to your helpful selling methods. 

“The first radio craze was developed around the making 
of sets. Later has come an interest in making simple bits 
of furniture and painting of unpainted furniture. People 
are becoming more handy. Many families found they 
couldn’t afford to hire labor, at present high wage scales, so 
they were: forced to become useful with tools. Many more 
(Continued on page 122) 
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AM quite a little behind in my per- 

sonal correspondence. The per- 
sonal letters I write as an associate 
editor must take second place to my 
work on my regular job. For this rea- 
son, frequently these letters have to 
wait for a holiday, but if I happen to 
be busy with my regular work on that 
particular holiday, then they are car- 
ried over until the next holiday. I 
make this explanation so that some of 
my good friends, whom I have never 
met, will not think that I am de- 
liberately neglecting them. 

My mail is so heavy that when it 
is opened, I have to divide it imme- 
diately into two groups: the very im- 
portant things that must be attended 
to at once, and other, more or less 
personal, letters that are not in a hurry. 
Many of these personal letters come 
from foreign lands, and I trust my 
overseas correspondents will not take 
me as a bad example of the American 
correspondent. 

Quite frequently I am asked how I 
find time to attend to the things that 
J do. One reason that I can accom- 
plish a good deal is because I sort out 
my work. I postpone things that are 
not in a hurry to be taken care of dur- 
ing some spare moment. In that way, 
important matters are attended to 
promptly, while my spare moments are 
filled up with less important matters. 


Letters on All Subjects 


I very much enjoy these personal 
letters. They come from all kinds of 
people on all sorts of subjects. Some 
of these subjects make me smile. For 
instance, this week I am in receipt of 
a letter from a successful southern 
hardware merchant, asking about cer- 
tain investments. He wishes my ad- 
vice. He tells me in his letter he is so 
busy in the hardware business that he 
hasn’t time to devote the necessary at- 
tention to his investments. The letter 
is quite interesting and I quote it as 
follows: 

“I read an article once which I 
think you wrote. It was on the sub- 
ject of investments. You said, as near 
as I can remember ‘When stocks are 
high buy bonds and when bonds ad- 
vance sell and buy stocks.’ I also read 
something another man said. He was 


By SAUNDERS NORVELL 





“fortune. He was asked at a banquet 
to tell his secret of success. He said 
‘Buy them cheap and sell them high.’ 
“Such information as the above is 
all I have ever been able to get from 
anybody. I own a few stocks and 
bonds. I guess they are good, as I 
bought them on the advice of my 
banker, who has a reputation for being 
very conservative. But if I had to 
analyze my holdings I would be en- 
tirely at sea. I have been so busy 
running my business which is ‘Retail 
Hardware’ that I have failed to learn 
anything about investing. Now that I 
have made just a little money and have 
a little each year to invest I am at a 
total loss to know what to do with it. 
“A stock broker offered me some 
National City Bank stock the other day 
at around 310. He said it was a $20 
par value stock. I asked him if 310 
wasn’t mighty high. He said, ‘No, they 
have just split up and just before they 
did the stock was selling around 900.’ 
It is amazing to me, one of the un- 
initiated, that a bank could make so 
much money and that its stock could 
be worth so much. (Has he noted 
interest rates the past year? S. N.). 
“The reason I am writing you all 
this is because I want some advice. 
I saw in the paper the other day that 
a new bank is about to be organized in 
New York. Its name is to be ‘National 
Union Bank & Trust Co.’ The article 
stated practically all the stock had 
been privately subscribed at 111 per 
share and that some official of a big 
life insurance company was in charge 
of the organization. In view of the 
fact that National City stock was so 
high I thought I would investigate this, 
so I wrote to know whether it would be 
possible to buy a few shares. A reply 
was received telling me my name would 
be placed on file and full information 
regarding the matter would be sent in 
a short while, but that under the unique 
plan of organization the stock would 
be held only by its depositors, as each 
purchaser of stock would be required 
to deposit with the bank at the rate of 
$4,000 for each 10 shares of stock 
bought. 
“I want to ask you to tell me just 
how this proposition is regarded in 
New York and your opinion as to 
whether purchase of a little of this 
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“EXPERTS” 





ment from the standpoint of yield and 
safety. 

“Tt might interest you to know that 
I read with a great deal of interest 
your articles in our trade journal. 
Some of them have been a great help 
to me, but it has been my experience 
and observation that each and every 
individual retailer must work out his 
own salvation. The problems which 
confront the dealer in ‘Kalamazoo’ are 
not mine at all and the things that 
bother me perhaps are not worrying 
him in the least. 


Mail Order Competition 


“For instance, mail order competi- 
tion does not bother me near as much 
as the competition which I have to 
contend with from the small semi- 
jobbing house. This is a small town 
in a good farming section, but with a 
very limited trade area. There are a 
number of small country stores and 
farm commissaries throughout the ter- 
ritory. These near-by semi-jobbing 
houses comb the bushes stopping at 
every crossroads unloading their sur- 
plus to the people who are my legiti- 
mate customers. They sell at whole-- 
sale knowing the man buying is not 
getting it for resale but for his own 
consumption, then if he has any left 
over, he lets his brother or his neigh- 
bor have it at cost. I think if you 
would write an article exposing this 
evil, it would be appreciated by the 
dealers who are bothered with such 
unfair competition.” 

This letter makes me smile, because 
I am in exactly the same boat as this 
successful retail hardware merchant. 
I am so busy with my regular job that 
I haven’t time to attend to my own in- 
vestments, so J have hired a financial 
expert to watch my investments for 
me. He does not buy or sell anything, 
but when I wish to buy, I tell him 
how much I have to invest, and then 
he gives me his advice. He has a list 
of my securities, and from time to 
time he writes me when and what I 
should sell and what I should buy. 
When I received this letter from the 
hardware man, I referred it to this 
expert financier, and he has written 
him all about his investments. 

All this to me is very simple. My 





stock would constitute a good invest- 


time on my regular job is worth a 
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whole lot more than my time trying to 
keep posted on investments. Invest- 
ing is not my business. I do not know 
much about it. Therefore, it seems to 
me one should have good advice from 
an expert in investing, just as one 
would call in a plumber when the wash- 
stand leaks. I have heard of several 
men who have attempted to be their 
own plumbers, with disastrous results. 


An Age of Specialization 


We live in an age of specialization, 
and if we are wise, when problems 
arise, we will consult a specialist. Of 
course, occasionally their bills may 
seem a little high, but let me tell of 
just one experience that carries its 
own moral. 

Once upon a time I owned twenty 
bonds of a certain well known public 
utility company. These bonds paid 
only 4% per cent, and for many months 
they just lay in my box. When I 
would occasionally refer to quotations 
on them in the papers, there was not 
much doing. They just hung around a 
certain figure. 

After a while they began to creep 
up a point or two. Finally, I noticed 
I had a very fair profit on these bonds. 
However, I was busy and did not do 
anything about them. Then one day 
a broker telephoned and said he under- 
stood I had twenty of these bonds. 
He knew what I had paid for them, 
and he suggested that I take my profit. 
He also suggested that he switch me 
from these bonds into another bond 
of the same company. 

I was very busy at the time, in fact 
I was in a “conference,” so without 
giving the matter any thought, I said, 
“All right. If in your judgment this 
is a good thing to do, go ahead.” 

So I was switched! That very after- 
noon my old bonds went up seven 
points. The new bonds I had bought 
stood still. Within a week these old 
bonds had advanced 22 points. In 
other words, by not investigating this 
switch before giving my consent, I 
was out just $4,400. I decided, after 
this experience, that what I needed 
was an expert. So I hired an expert 
on a monthly salary basis, and now 
all proposed switches, purchases and 
sales are referred to him. 

Of course, being right here on Wall 
Street, with splendid elevator service 
in our building we have all sort& of 
opportunities to make great fortunes. 
Every day propositions are submitted. 
I used to have a lot of trouble with 
some of these people who had such an 
intense desire to make me rich. They 
consumed a lot of time. Naturally, I 
had to be polite, but I never saw such 
anxiety, as you see here on Wall Street, 

t 





to take care of the other fellow and 
put him on “Easy Street.” 

Now when these gentlemen write or 
call, I tell them that I have entered 
into a contract with a financial expert 
to check all of my investments; that I 
have had to agree that under no cir- 
cumstances would I buy or sell with- 
out his knowledge and consent. So I 
refer these good friends to my expert. 
Sometimes they reach his office, but 
in a good many instances, they are 
sidetracked. They wish to sell me, but 
they do not wish to sell him. 

One gentleman, for instance, came 
in to see me on an oil proposition. It 
certainly did look good, but with pro- 
found regret, I had to send this oil 
promoter to my expert. My expert 
analyzed the oil proposition as outlined 
in the papers, and the results were very 
amusing. The promoter became so 
tangled up with his facts and figures 
that he finally told the expert he would 
have to go back to his office and check 
his information. 

This is one of the interesting things 
about New York. Here in this city, 
there are experts of all kinds, in every 
line. I happen to do business with 
one of the greatest law concerns in 
New York. Their office always re- 
minds me of a department store. There 
must be fifteen or twenty top partners, 
and twenty-five or thirty-five sub- 
partners. Each of these partners has 
his own office, with his name on the 
door, but all of them are a part of 
the same law firm. 


Specializing Lawyers 


All of the work of this law firm is 
divided and subdivided. If, for in- 
stance, you have a real estate case, 
there is the real estate lawyer, a man 
who handles nothing but real estate 
cases. If it is an income tax matter, 
you are shown in to see Mr. X, who 
specializes on income tax. Of course, 
in this concern, there are three or four 
top men, who have grown gray in the 
legal profession. When very knotty 
problems are encountered, there is a 
“conference,” and your specialist, who 
is handling your particular case, goes 
into conference with one of these 
veterans. 

Once I wrote quite an interesting 
letter. At least, it seemed so to me. 
I decided before I sent this letter, it 
might be well to submit it to this Legal 
Department Store. What they did to 
my letter was enough to make the angels 
weep! It seems that in writing that 
simple letter, I had exposed myself 
not only to civil but to criminal pro- 
ceedings. When my letter came back, 
no one would have ever recognized it. 
It may have been perfectly legal; it 








may have been safe, but it certainly 
was not interesting! 


Seldom Go to Court 


[ understand it is very seldom that 
any of the large staff of this legal 
firm ever go into court. They do 
what is known as “office practice.” 
They give advice. They draw up con- 
tracts. Often if there is a trial, they 
will refer you to some other lawyer. 

I had another experience the other 
day right along the lines of experts. 
A friend of mine, who years ago was 
in the hardware business, has made 
a great fortune. He retired from busi- 
ness and has become a philanthropist. 
His home is out West, but he main- 
tains an apartment in New York, be- 
cause he comes here quite often, and 
he does not like to carry a trunk all 
the way from the West to New York. 
He therefore keeps a complete set of 
clothes, toilet articles, in fact a whole 
outfit in this apartment. When he 
leaves the West, all he needs is a little 
hand bag, because when he arrives in 
New York, all of his things are wait- 
ing for him, with all of his clothes 
pressed and all of his linen nicely laun- 
dered and in place. 

This gentleman tells me that he con- 
siders it economy to keep an apartment 
in New York all the time. It saves 
wear and tear. He will live longer. 
“For instance,” he said, “whenever I 
arrived in New York at my favorite 
hotel, they would always tell me to 
check my baggage, wash up in the 
washroom, have breakfast and some- 
time in the afternoon they would try 
to give me a room.” Now this gentle- 
man objected to checking his baggage, 
washing up and wandering around all 
day, without a room. 

He invited me to have luncheon with 
him one day. He remarked that after 
luncheon, he had to hire an expert and 
he wished me to size up this man. 
“But,” I said’ “I thought you had re- 
tired from business.” “Yes, I have,” 
he replied, “but this expert who ‘s com- 
ing here specializes in advising you 
how to give money away.” That was 
interesting. I have met a good many 
experts before, but I never had met 
one of this kind. 

After a delicious luncheon, this ex- 
pert was shown into the sitting room. 
My friend opened up the subject by 
telling about the particular philan- 
thropy in which he was interested, but 
before going into this philanthropy 
on a large scale, he wished to have a 
regular research made into its history, 
management, activities, etc., etc. My 
host asked the expert about his ex- 

(Continued on page 120) 
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OM CARREL, dean of salesmen with the Thom- 
son-Diggs Co., Sacramento, Cal., has always 
been a traveller. From the time when the spirit 
of adventure possessed him, and with two other boys 
he decided to see something of the Civil War, until 
the advent of present highly developed means of travel, 
his experiences have been extremely interesting. 
Although his father had planned otherwise, young 
Carrel became a hardware man, beginning with the firm 
of W. M. Wyeth & Co., of St. Joseph, Mo., now the 
Wyeth Hardware and Manufacturing Co. Be- 
ginning as shipping clerk, he remained with this 
firm for fourteen years, during which time 
he gained valuable knowledge that was to 
serve him in later years. His next con- 
nection was with the Shapleigh and Cant- 
well Hardware Co., of St. Louis. 


Following this, Mr. Carrel says: “The 
lure to come still further West to the 
Gold Coast of California seized me, and 
in 1890 I got as far as Provo City, Utah, 
becoming manager of the hardware 
store of Ben R. Eldridge. In 1893 
this firm sold out and I became con- 
nected with the Salt Lake Hardware 
Company and had the distinguished 
honor of becoming the first travelling 
salesman for them. 

“The lure of the West still held me, and I came to 
Sacramento, and later became associated with the Stan- 
ton-Thomson Co. of Sacramento. In 1900 this firm and 
the Diggs Vehicle and Implement Company combined, 
continuing their united business interests under the 
name of the Thomson-Diggs Company, which name is 
still being used today. I again enjoyed the honor of 
being the first travelling salesman for a new firm, this 
time filling the position for the Thomson-Diggs Com- 
pany.” 


Pictured here are some of the various modes of travel 
that Mr. Carrel has used in his years on the road. The 
covered wagon shown at the lower corner of this page 
is the first conveyance in which he started out for busi- 















Veteran Thomson-Diggs represent- 
ative has kept abreast of new de- 
velopments in travel modes. His 
story given here sketches the carry- 
ing of early commerce into the far 
reaches of northern California and 
Southern Oregon 








ness in northern California and southern Oregon. Roads 
in those days were not the paved highways that they 
are today, and travelling was not quite so luxurious. 
It took long, tedious trips to make the territory. Sales- 
men’s visits were necessarily infrequent and the mer- 
chant was genuinely glad to see them that he might re- 
plenish his stock. 

The merchandise ordered, there was a difficult task 
ahead to get it delivered, and twelve-mule teams were 
utilized to do this hauling. This method of transporting 
merchandise was replaced when the rail- 
road was built from Weed, Cal., to 
Klamath Falls, Ore. 


The life of the travelling salesman in 
those days, despite the lack of luxury 
and the many difficulties to be over- 
come, was not entirely without enjoy- 
ment. Mr. Carrel says that when 
he would be in a real town he would 
secure the best livery team possible. 
One four-horse team which was the 


ALESMEN’S visits were 
necessarily infrequent and 
the merchant was genuinely 
glad to see him that he might 
replenish his depleted stock. 

















Tom Carrel}: 


Pioneered Hardware 
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L1-T rail Blazer 


re § Selling on Pacific Coast 


class of its time was in great demand. Dash- 
ing over familiar roads behind this spirited 
team was an experience that is still pleasant 
to recall. 

With the advent of the automobile, Mr. 
Carrel realized the greater opportunity it 
offered, and his first car, pictured here, gave 
many miles of good service and greatly ex- 
tended his activity in selling. The palace 
on wheels shown at the beginning of this 
article is typical of the way in which present- 
day salesmen cover their territories, and the 
aeroplane offers still greater speed. Mr. 
Carrel is pictured in each of the photographs 
accompanying this article. 













































































ANY an 

outpost of 
that section of 
the country got 
a thrill out of 
seeing an auto- 
mobile for the 
first time when 
Tom Carrel 
made his visits. 





“It’s great to day-dream,” 
says Tom Carrel, “and great 
to vision the things of the 
future. No one would have thought when I 
started travelling by team up the northern 
California territory that soon travelling by 
air would be just as common.” That he may 
yet make the rounds of the many planets is 
a suggestion of this forward-looking young- 
ster in selling. Taking Mr. Edison’s state- 
ment that every normal being should live to 
the age of 150 as a basis for calculation, he 
believes there is no telling what he may live 
to see. 

One thing is certain, that whatever it may 
be, a lively and intelligent interest will be 
taken in it by Tom Carrel. 








Tom Carrel Still Active and How! 


Editor’s Note: In reply to a recent inquiry by Hardware Age asking whether Mr. Carrel 
was at present active in selling hardware, A. E. Goddard, sales manager of the Thomson-Diggs Co., 
Sacramento, California, wired: “Tom Carrel is sure active and in the harness. He just closed a 
sale this morning for a carload of sheets and plates with one of our good customers.”’ His fifty- 
nine years of service in selling hardware is certainly an interesting story. We are indebted also 
to Mr. Goddard for the illustrations and information on which this story is based. 
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THE MONGREL ROMAN For 


READABLE SHOW CarDs 


By Joseph Bertram Jowitt 


UCCESS in show card writing can be summed up 

in just two words, equipment and practice. Any 

person of average intelligence who is willing to 
spend $10 or less for a practical outfit of brushes, 
lettering pens and show card inks, and will devote a few 
hours of an evening coyping the alphabets and studying 
the texts of these show card writing articles published 
in HarpwareE AGE, is assured of the pleasing results 
that hundreds of others have attained. 

The writer realizes with pleasure that the circulation 
of HarpwareE AGE is increasing every month and that 
some of our new readers may feel like the scholar who 
takes up his studies late in the term, that he is possibly 
working under a greater handicap than some of the other 
fellows who have been following the series from the 
beginning. On this account the writer wishes to beg the 
ee of the older readers when it becomes neces- 

sary to repeat some of the important points which have 
already been covered in 
previous articles. 

The main object is to 
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help all hardware men get the full value out of each 
article of this course. Many letters are received each 
week asking “What to get? Where to get it?”, etc. 

For the benefit of our readers who would like to know 
what a practical outfit for show card writing should 
consist of the writer suggests the following items: 

A set of Drawlet Speed Pens 

A set of 4 genuine Red Sable show card 
brushes, sizes 6, 8, 12 and ¥% inch 

A set of single stroke stub lettering pens with 

a bottle of India ink 

A set of show card water colors, black, red, 

white and blue 

One special lay-out ruler; one hard lead pencil, 

and a piece of art gum eraser. 

With a practical outfit of this kind and the personal 
assistance of the writer any hardware man who means 
business and is willing to practise can, within a few 
months, learn to make show cards and price tickets that 
will actually help to sell merchandise. 

Inborn artistic ability is not necessary at all. You're 
not going to paint a picture or portrait that requires a 
knowledge of drawing and the art of blending colors. 
You simply learn to make twenty-six letters of the 
alphabet, and as many of them are nearly alike, such 
asC&G,E& F,O&Q, P&R, etc., it is only necessary 
to contentrate on sixteen letters. 

The writer would like to see at least one 
man in every hardware store capable of 
making price tickets and he is anxious to 
help all those who are willing to help 
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themselves. There is 
no denying that show 
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for your kitchen special adver- 
tising. These cards all done in gray 
borders and strong black lettering 
are not only attractive in themselves, 
but their repetition in the depart- 
ment selling these items has a strong 
selling force. The style of letter- 
ing, of course, is that which is 

treated in this article. 
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cards are an impor- 
tant factor today, so 
why not cash in on 
this opportunity ? 


The final instal- 
ment of the Mongrel 
Roman alphabet 
(letters V to Z), il- 


VWX&YZ 





lustrated herewith, 
are, with the excep- 
tion of & and Y, 
oblique stroke _let- 





ters. The reader’s 
attention is directed 
to the four lower- 
case letters, v, w, x 
and z, which are 
identical in forma- 
tion with the larger 
or capital letters. 
The only difference 
being their relative 
size, occupying as 
they do, the lower- 
case guide line. 

It is a mistake to 
attempt to copy any 
of the letters of the 
alphabet without 
first drawing the 























necessary top and 
bottom guide lines as 
illustrated on plate shown above this line. 

All lower-case letters should be at least 34 the height 
of the capital letters, and should extend an equal dis- 
tance above and below the body guide line. 

In copying the outline of the capital letter “Z” at the 
top of plate, make the top stroke first, which is, of course, 
along the guide line. Then the next stroke as indicated 
by the little arrow denotes or governs all the thicknesses 
of the thin strokes of each letter. While strokes 4 and 
5 of letter “Z” indicate the thickness of all the thick 
strokes. (This is why this Mongrel alphabet is some- 
times called “Thick and Thin.”) You may not notice it, 
but not any one of these thick and thin strokes are of 
the same width. Right here is one of the big features 
of this alphabet. There is no plainer, more easily read, 
or a more quickly executed type known in all the cata- 
gory of signdom. 

All round or circular strokes, such as the letter “O,” 
are accomplished by rolling the brush handle between 
the fingers, using 
the wrist more 
than the arm. 
Never stop short 
in the middle of 
sweep or circu- 
lar stroke. Re- 
member the old 
saying that 
“those who hesi- 
tate are lost.” 
Practise until 
the continuous 
stroke is  per- 
fected. 

The beginner 
should not be 
backward in dis- 
playing his first 
attempts at let- 
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ar 


tering, because in show card writing it is a case of every 
attempt a little better. It is advisable to save these first 
attempts and compare them as we improve. 





NOW READY! 


ME Jowitt’s book “Show 

Card Writing for Begin- 
ners” a thorough course of 
twenty-five lessons designed to 
give anyone a good start on the 
road to successful show card 
writing. Price $1 postpaid. 
Send your order to Reader 
Service Department, Hardware 
Age, 239 West 39th St., New 
York City. 
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ONTANA DEALERS 


Gather in Bozeman for Twenty-first Annual 
CONVENTION 


convention of the Montana Imple- 
ment and Hardware Association in 
Bozeman on Feb. 4, 5 and 6, the asso- 
ciation held its first manufacturers’ ex- 
hibit of hardware and implements. This 
innovation was well received by the 
hardware men who spent many hours 
inspecting the various exhibits and 
making purchases for the coming year. 
Sustained interest in all the sessions 
and addresses by men from several 


|: conjunction with the 2lst annual 








H. G. O’ROURKE 


Retiring President 











fields of endeavor made this convention 
one of the best on record. 

The first session was called to order 
by President H. G. O’Rourke of 
Helena, who in a short address re- 
viewed the progress of the associa- 
tion in the past year and called atten- 
tion to the program to be followed in 
succeeding sessions. 

Alfred Atkinson, president of the 
Montana State College was introduced 
as the first speaker on the program. 

Mr. Atkinson welcomed the organi- 
zation to the campus of the State Col- 
lege, stating that it was a pleasure to 
have the assembly in the Agricultural 
Extension Building. 

Mr. Atkinson called attention to the 
allied interests represented in this con- 








vention, to the fact that the manufac- 
turer, the dealer and this department 
of the college were equally interested 
in presenting the most modern and effi- 
cient farming equipment to the Mon- 
tana farmers. 

L. L. Black of the Keystone Steel & 
Wire Co. in a few remarks responded 
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New President 











for the manufacturers, expressing their 
appreciation to President Atkinson and 
the college faculty for arranging the 
buildings to house the exhibits and take 
care of the convention. 


Presents New Gavel 


Carl Rahn of the Midland Imple- 
ment Co. asked the association to ac- 
cept a gavel made from a hickory tree 
which grew on the farm of Abraham 
Lincoln. It was brought to the con- 
vention by C. F. Huhlein of B. F. 
Avery Sons Co. The gavel was for- 
mally accepted and a rising vote of 
thanks extended Captain Huhlein. The 
secretary's report was called for and 
Secretary A. C. Talmage stated that 
owing to a very thorough campaign 
inaugurated by the National Retail 
Hardware Association, it was possible 
to report 18 new members for this 





year which places the membership now 
at 101. 

“Not only is it necessary for the 
officers of an association to cooperate 
100 per cent with the program commit- 
tee,” continued Mr. Talmage, “in order 
to arrange a well balanced program 
which will be of interest to our im- 
plement and hardware dealers and also 
to the manufacturers representatives, 
but in order to have a successful con- 


vention it is more necessary to have a 
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large attendance by the members of 
the association. With a full attendance 
such as we are experiencing at this 
convention and with the wonderful 
speakers who have accepted the invi- 
tation to appear before us, I know just 
what every member will have to say re- 
garding this the twenty-first conven- 
tion of this organization when it is 
all over.” 

Dean Linfield who, as acting presi- 
dent of the Montana State College, ex- 
tended the invitation to the association 
to hold the 1929 convention and manu- 
facturers exhibit in the college build- 
ings further welcomed the association 
stating it was indeed a pleasure to see 
so many dealers in attendance and 
hoped it would be possible to enter- 
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tain the organization at some future 
time. 

H. E. Murdock who assisted the sec- 
retary in the capacity of manager of 
exhibits and who was in charge of 
the agricultural department of the col- 
lege, expressed his sentiments as in 
accord with the other members of 
the faculty, stating that he hoped the 
State would erect a more suitable 
building for his department which 
would also be arranged to take care 
of conventions to a much better ad- 
vantage and with more space for the 
exhibits of hardware and farm equip- 
ment. 

J. C. Taylor, managing director of 
the agricultural extension work, then 
addressed the convention on “Mon- 
tana’s Agricultural Program.” 

“Montana is in the public eye,” said 
E. W. Meese, manager of the DeLaval 
Separator Co., at the opening of the 
afternoon session. “We all look for 
Montana to do many things, big 
things and to progress. Organization 
is essential but it is effective only to 
the extent of what we put into it.” 


Secretary Hodge’s Letter 


Among the communications which 
were read at the close of Mr. Meese’s 
address was a letter from Secretary 
H. J. Hodge intended to appear in 
the program but which arrived too 
late to include. In part it was as 
follows: . 

“I am pleased with this opportunity 
again to greet you on behalf of the 
National Federation of Implement 
Dealers’ Associations. I note a steady 
growth in your membership which is 
encouraging and shows increased 
interest. Evidently, the wave of satis- 
faction with the work of the National 
Federation has reached Montana and 
your dealers are awakening to the 
possibilities of concerted and well di- 
rected effort to place the distribution 
of farm equipment on a basis that will 
yield a profit commensurate with the 
amount of capital invested and the risk 
and labor involved. 

“The affiliated associations in the 
National Federation have a long list 
of accomplishments to their credit and 
the successes of the year just past, must 
be recorded as among the greatest of 
these. When the two largest factors 
in the trade, make effective a list of 
suggested prices and others accede to 
the dealers’ demand for the list-and- 
discount plan of billing, it is cause for 
congratulation. It demonstrates that 
dealers’ associations, by persistent ef- 
fort, have convinced the officials of 
these great companies that something 
must be done that will enable the 
dealer to show satisfactory return.” 

“Some Thoughts on Sales and Ad- 





vertising,’ was the subject of Harry 
G. Davis, editor, Northwest Farm 
Equipment Journal’s address. It brought 
out many new ideas for members. 


Chain and Mail Order Stores 


“The Invasion of Chain Stores and 
Mail Order Houses” was the subject 
given Ray R. Porter of Great Falls 
to present for discussion during the 
remaining part of this session. He 
brought out that failure and calamity 
was but a few steps ahead of the dealer 

















H. J. HODGE 


Secretary, Western Retail & 
Implement Assn. 


who thought that there was nothing 
to this new condition of competition. 
The dealer must realize that the old 
way was a method of the past and that 
it is necessary to meet the changing 
conditions with methods more modern 
and along the lines originated by these 


| Manufacturers 


| the work and plans of the State Col- 
lege. 

D. E. Gwinn, manager of the Sheri- 
dan Commercial Co., Sheridan, Wyo., 
was introduced as the next speaker. 
Mr. Gwinn chose as his topic, “How 


Can Cooperate With 
Dealers.” His talk was very practical 
and was of benefit to all. Following 
the address a discussion period was 
held in which many mutual problems 











emissaries of low prices and lower | 


quality merchandise. 


Tuesday Morning Session Devoted | 


to General Discussion 


The session on Tuesday morning 


opened up with a general discussion of | 
the various phases of business, in- | their 


| 
| 
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were thrashed out. The Tuesday 
afternoon session was called to order 
by President O’Rourke, who introduced 
Capt. C. F. Huhlein, chairman of the 
board of B. F. Avery & Sons, Louis- 
ville. His talk was inspirational in 
character and based on the subject, 
“The Winning of the West.” 


Advertising That Builds Business 


The next speaker on the program 
was O. A. Brock, advertising manager 
of the Keystone Steel & Wire Co., 
Peoria, Ill. He talked on “Advertising 
That Builds Business,” stressing the 
beneficial results of manufacturers ad- 
vertising, in newspapers, trade papers 
and magazines to the implement and 
hardware dealers. 

The convention adjourned at 4 
o'clock to allow the members to visit 


| the many attractive exhibits. 


Wednesday’s session was addressed 
by P. H. Nolan, vice-president of the 
Moline Implement Co. He talked 
about the various efforts exerted by 
manufacturers to help dealers sell more 
merchandise. Mr. Noland is a favorite 
convention speaker and his talk was 
greatly enjoyed. Following the ad- 
dress a period of general discussion 
took place. 


Election of Officers 


S. R. Miles, representing the N. R. 
H. A. was then introduced to the con- 
vention. His talk was based on the 
various services offered by the N. R. 
H. A., which would help the dealers in 
business. He stressed _ store 


cluding canvassing, list and discount, | planning, business records and kindred 
method of billing implements, selling | helps. 


to others than recognized dealers, etc. 

E. B. Glade, retiring president of the 
North Dakota Implement Dealers As- 
sociation, reviewed some of the ac- 
tivities of his organization. 

Mr. McAdam of the Deere-Webber 
Co. spoke in a optimistic manner re- 
garding the splendid implement busi- 
ness thruout the West during most of 
1928 and urged all dealers to work 
hard to show a material increase during 
the present year. 

A. P. Yerkes, representing the Inter- 
national Harvester Co., then addressed 
the convention. He praised the program 
of the convention and spoke warmly of 





The afternoon session was devoted to 
the reports of committees. H. C. Stith 
of Terry was elected president for 
1929. M. C. Grinde of Great Falls was 
made the new vice-president and A. C. 
Talmage was reelected secretary. Bil- 
lings, Mont., was selected for the 1930 
convention and exhibition. 

The main entertainment feature of 
the convention was the annual banquet 
with H. Q. DeLong as _ toastmaster. 
Songs, entertainment and __ short 
speeches were contributed during the 
evening. A special program for the 
ladies’ entertainment was also carried 
out during the convention. 
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JOHN SOMMER 


Retiring President 


OHIO CONVENTION 


Follows Plan of 


the National Retail Hardware As- 

sociation in its effort to build a co- 
ordinated program of constructive ac- 
tivities in the various States, the 
thirty-fifth annual convention of the 
Ohio Hardware Association, meeting 
at the Hotel Gibson, Cincinnati, Feb. 
19, 20, 21 and 22, had for its theme 
the “Profit Program for Henry 
Brown.” The good attendance at the 
four business sessions and the earnest- 
ness with which members discussed 
ways and means of strengthening their 
position and of increasing their profits 
were evidence of the seriousness with 
which the delegates took up the task 
of finding a solution to many vexing 
merchandising problems. 

In connection with the convention 
was an exhibit of hardware products 
in the south wing of Music Hall, Cin- 
cinnati’s commodious exposition build- 
ing. Ninety manufacturers and dis- 
tributors displayed their goods at the 
exhibit. Supplementing the business 
meetings of the convention were sev- 
eral entertainment features, which af- 
forded much enjoyment to the members 
and their wives and guests. An elab- 
orate program for the ladies provided 
three full days of special events for 
their pleasure. 

The liberal attitude assumed by the 
convention in regard to fighting chain 
stores in an open, legitimate way was 
revealed at the closing session when 
the members unanimously adopted a 


Pite National the suggestion of 
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Vice-President 


resolution denouncing a bill now pend- 
ing in the Ohio legislature which 
would levy special taxation against 
chain organizations. The resolution, 
read by A. E. Herrnstein, Chillicothe, 
chairman of the resolutions commit- 
tee, states that “we wish to record our 
opposition to the proposed legislation 
which intends, through license taxes, 
to handicap the operation of chain 
stores. We feel that such a tax would 
merely be passed on to the consumer 
and thus unnecessarily increase the 
cost of commodities. The hardware 
men of Ohio feel fully ‘capable of 
meeting the competition of chain stores 
without the assistance of such legis- 
lation.” 


President Sommer’s Message 


Practical suggestions to enable the 
hardware dealer to increase his effi- 
ciency were made by John G. Sommer, 
Portsmouth, president of the associa- 
tion, in his annual presidential message. 
He said that the members were 
gathered in convention to answer the 
question, “Is independent business to 
survive?” He charged every dealer 
with the duty of studying the methods 
of the chain stores, mail-order houses 
and house-to-house canvassers in his 
local community and of setting up an 
effective counter-offensive to combat 
their attacks. He pointed out that 
much profit could be gained by asso- 
ciation members by learning the kind 
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Constructive Activity 


of methods each intends using in fight- 
ing this type of competition. 

“By clearing out dead stocks, by 
adding new lines, by getting more than 
the two to three average turnovers a 
year, we can hope to make our first 
step in modern merchandising,” stated 
Mr. Sommer. “Undoubtedly these 
changes will cost us money, but changes 
in the right direction pay dividends.” 

Mr. Sommer urged cooperation 
among dealers, such as cooperative 
advertising in newspapers for such 
events as dollar days, June wedding 
sales, and the Christmas season. 
Dealers in small communities having 
no central credit bureau should meet 
often and exchange credit information. 
Since at the end of a season most 
dealers are long on some items and 
short on others. Mr. Sommer proposed 
an interchange of goods which would 
result in lower inventories, better 
rounded stocks and increased turnover 
and profits. He related the ways in 
which the State and the national asso- 
ciations are valuable to the individual 
hardware retailer and emphasized the 
need for the support of both organi- 
zations. 

While there are fewer hardware 
stores in Ohio than a year ago and a 
year hence there probably will be fewer 
than there are today, business will be 
better for those who remain, because 
they have changed with the changed 
conditions and will be in a position to 
compete successfully with chain stores 
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and with other stores handling hard- 
ware, stated James B. Carson, Dayton, 
secretary of the association, in his an- 
nual report. Mr. Carson related the 
various activities of the organization 
in the past year and told of the work 
being done by John Conklin, Delaware, 
who has been added to the staff as 
director of service. Mr. Carson said 
that Mr. Conklin has made blueprints 
for remodeling 23 hardware stores, has 
helped with accounting methods and 
has assisted in setting up business con- 
trol for various members. The demand 
for his services is constantly growing. 


Buying for Profit 


“Buying For Profit” was the subject 
of the first session of the convention. 
Suppliers and dealers should work to- 
gether, in the opinion of Charles W. 
Lammers, Cincinnati, who discussed 
“Team Work With Suppliers.” The 
dealer should take his problems to his 
supplier, who will help him arrive at 
a proper solution, and the supplier, in 


turn, should go at times to the dealer. 


for advice, especially in the matter of 
selecting new items to offer the trade. 
By buying from as few sources as 
possible, Mr. Lammar said that he gets 
better coperation, simplifies his stocks, 
carries a more complete stock of the 
lines he handles and saves lots of 
needless work. 

Mr. Lammers suggested that dealers 
make good use of the advertising fur- 
nished by the supplier, that they carry 
goods made by manufacturers who 
work with the hardware retailer 
rather than with chain stores, and that 
they should not made unreasonable de- 
mands on suppliers in filling small 
orders, the cost of which amounts to 
more than the profit. Mr. Lammers 
expressed the belief that the idea of 
getting a high number of turnovers 
has been over-emphasized. He said 
that undue stress upon this has re- 
sulted in lost sales on account of being 
out of goods (the consequence of hand- 
to-mouth buying), in increased costs 
and in disappointment to customers. 
While he does not advocate purchasing 
all goods in large quantities, Mr. Lam- 
mers declared that staple goods which 
are sold every day should be bought 
in full packages. 


Discounting Bills 


Special importance was put on the 
matter of dealers discounting their bills 
promptly. Mr. Lammers pointed out 
the injustice of the retailer waiting 
several days after the discount day to 
take his discount, thus forcing the sup- 
plier to pay double interest. Mr. Lam- 
mers said that if the dealers live up 
to these recommendations, suppliers 
should sell only to dealers and not to 





consumers or to chains at special 
prices. He stated that the supplier 
should not sell a brand to a dealer and 
then go to his nearest competitor and 
sell him the same line. A supplier has 
no more right to try to sell to every 
dealer than a dealer has to try to buy 
from every supplier, said the speaker. 


Buying Concentration 


“Concentrated buying is the start- 
ing point to profitable merchandising, 
and yet it is a subject that is sadly 





= E wish to record 


our opposition to 

the proposed leg- 
islation which intends, 
through license taxes, to 
handicap the operation of 
chain stores. We feel that 
such a tax would merely 
be passed on to the con- 
sumer and thus unneces- 
sarily increase the cost of 
commodities. The hard- 
ware men of Ohio feel 
fully capable of meeting 
the competition of chain 
stores without the assis- 
tance of such legislation.” 
—-Resolution read by A. 
E. MHerrnstein,  Chilli- 
cothe, chairman of reso- 
lutions committee. 











overlooked by a large percentage of 
retail hardware merchants,” said F. J. 
Pekoc, Jr., Cleveland, in a talk 
“Buying Concentration.” “It is 
longer a question in my mind as to 
whether it pays to concentrate pur- 
chases, but rather the important ques- 
tion is how many manufacturers, 
wholesalers and jobbers shall I con- 
fine my purchases to. This question 
would have to be decided by the indi- 
vidual dealer, for circumstances differ. 
However, the fewer number of brands 
of an item a merchant carries, the 
better he can control them. Concen- 
trating purchases within reasonable 
limits works to the advantage of both 
buyer and seller. It is the first step 
in reducing overhead and increasing 
turnover. Concentration of buying, 
especially on the main line brands, re- 
sults in many instances in better price 
concessions, which put the hardware 
dealer in a better position to meet com- 
petition.” ilies 

Mr. Pekoc set forth the following 
advantages to be derived from con- 





centrating buying: 1. Less danger to 
the retailer of over-buying through 
duplication. 2. The best prices and 
most favorable service often are held 
back from dealers who unnecessarily 
scatter their buying. 3. Additional 
space is available to display more of 
the profitable lines. 4. Broken stocks 
are eliminated and investment in mixed 
lines is reduced. 5. By concentrating 
on a main line year after year, the re- 
tailer buys to keep ahead of competi- 
tion. 6. Dealer gets full cooperation 
from advertising and sales promotion 
departments of companies interested in 
helping him move goods after they 
have been paid for. 7. Placing of a 
larger volume of business with a given 
manufacturer or jobber results in 
better price concessions to the dealer. 
8. In the way of credit terms, the dealer 
gets more consideration from manu- 
facturer or jobber. 

While 2 per cent may seem a very 
small item, in these days of keen com- 
petition, it behooves every dealer to 
take advantage of every factor, in- 
cluding that of discounting bills, which 
affects profits at the close of the year’s 
business, stated L. M. Krieg, Newark, 
in a talk on “Discounting Bills.” Mr. 
Krieg deplored the abuse of the dis- 
count privilege, and said that inquiry 
made among several Ohio jobbers 
showed that 60 per cent of their cus- 
tomers discount their bills and that 
they feel that the merchants who do 
this are of the highest type and are 
conducting their business along the 
most economical lines. 

As a_ sample of what discount 
amounts to over a period of years, 
Mr. Krieg declared that the purchase 
discounts of his firm during the past 
ten years have totaled $19,554.40, an 
average of almost $2,000 a year. At 
this session Robert Frey, Ottawa, gave 
his views on “Competition Offering,” 
and Martin J. Spoerl, Hamilton, told 
about “Merchandise Selection.” 


Changed Stores 


D. C. Keller, president of the Dow 
Drug Co., Cincinnati, a large chain 
store organization, addressed the con- 
vention at luncheon on Tuesday, taking 
for his subject “Chain Stores or 
Changed Stores.” He said that the 
competition between chain stores and 
independent stores resolves itself into 
the question of what the consumer 
wants. If he decide not to patronize 
the chain stores, they will vanish; and 
if he fail to give his trade to the in- 
dependent, he will pass out of the pic- 
ture. Mr. Keller charged that inde- 
pendent retailers and not the chains 
caused his company to cut prices. “I’d 
ask you to clean up some of your inde- 

(Continued on page 114) 
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Better Hardware Retailing Theme of 


New ENGLAND'S 36TH 
CONVENTION 7 


all sections of the various New 

England States have gathered in 
the Mechanics Building in Boston for 
their annual convention. On Feb. 
20, 21 and 22, the 36th Annual Conven- 
tion and Exhibition of the New Eng- 
land Hardware Dealers’ Association 
was held in this historic structure. The 
attendance was unusually good and the 
many exhibits received praiseworthy 
mention from the hardware men. 

The convention was conducted along 
the lines characteristic of the associa- 
tion, with the Question Box discussion 
occupying a leading role. Members took 
an active part in threshing out mutual 
problems. Among the prominent guests 
were Paul J. Stokes, representing the 
N. R. H. A.; Llew S. Soule, Editor of 
HARDWARE AGE and Roy F. Soule of 
New York. 


Oi again hardware men from 


President Moreau’s Message 


Presiding over a convention was easy 
work for Arthur E. Moreau, who in 
addition to being president of the New 
England association is mayor of Man- 
chester, N. H. He was introduced to 
the convention by Vice-President Rob- 
ert H. Russell, Holyoke, Mass. In his 
annual address, the president reviewed 
the work of the association in the past 
year and briefly sketched the program 
to be followed at the various sessions. 
The major theme of the session was 
announced as “Buying for Profit.” 
Speaking on various phases of this sub- 
ject, four retail dealers presented five- 
minute talks of interest. The first 
speaker was George J. Benware, True 
& Blanchard Co., Inc., Newport, Vt., 
who in talking about “Merchandise Se- 
lection,” stressed the point that the mer- 
chant in his buying should have definite 
knowledge of his community needs and 
be governed thereby. Merchants were 
also asked to give full consideration to 
changing trends in buying and selling. 

Henry Duncan, Henry Duncan Corp., 
Everett, Mass., then spoke about com- 
petitive offerings, saying that retailers 
should study the offerings of competi- 
tors, both as to quality and price, so 
that purchases may be made with accu- 
rate knowledge of the situation to be 





met, “Buying Concentration” was the 
subject assigned to Fred E. Carlisle, 
Carlisle Hardware Co., Springfleld, 
Mass. Mr. Carlisle advised the concen- 
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tration of buying to a few suppliers and 
the discounting of all bills so as to re- 
duce distribution costs and secure lower 
prices. The last topic under the general 
heading was “Merchandise Movement.” 
This was well handled by Alfred Rosen- 
berg, Star Hardware Co., Rockville, 
Conn. In his talk Mr. Rosenberg said, 
“We have learned much during the last 
decade. Lines that during some period 
in the past were major lines, have lost 
all appeal to customers. The never end- 
ing change in living conditions, in the 
mode of pleasures and recreations have 
brought about a general tendency to 
purchase luxury and style merchandise. 
This has keyed the present hardware 
dealer to a program of advanced ac- 
tivity.” 

Mr. Rosenberg then spoke of the 
various forms of competition and ad- 
vised careful study of both merchandise 
and class of customers, in order that 
goods might be moved as quickly as 
possible. 

The summarizing address was deliv- 
ered by Paul J. Stokes of the N. R. 
H. A., who, in part said, “Back in 





1923 the average hardware retailer had 
$24.20 left out of every $100 in sales, 
with which to meet the expenses and 
leave him a profit. That was his mar- 
gin. In 1927 this had increased to $26. 
In other words his margin had in- 
creased. The cause can be attributed 
to increased wages and in costs of 
sales.” 

Mr. Stokes reviewed the previous 
speakers’ talks and added observations 
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gained from many years experience 
with retail hardware dealers. There 
being no further business, the session 
was adjourned. 

Thursday’s session was opened at 
9 a. m. with a Question Box discussion. 
Among those who participated were 
F. E. Carlisle, Llew S. Soule, Russell 
Sanders, Alfred Rosenberg, Arthur Mo- 
reau and Hiram W. Colton. Many top- 
ics of interest were brought up and 
threshed out at this time. Vice-Presi- 
dent Robert H. Russell who was in the 
chair, announced the session theme 
would be “Planning for Profit” and 
that the first five-minute talk relative 
to this subject would be delivered by 
W. Aubuchon, Central Hardware Co., 
Fitchburg, Mass. In his talk on “How 
We Have Planned,” the speaker asked 
the dealers to not only study the mer- 
chandise carried by competitors, but 
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plan for proper display with clean, or- 
derly and bright looking stores. “Too 
much time is spent on buying,” said Mr. 
Aubuchon, “and not enough on plan- 
ning and selling. Plenty of customers 
are willing to pay a fair price for quali- 
ty goods, but they want to do it con- 
veniently. Your display tables are 
worthless unless your stock is clean, 
well displayed and properly priced.” 





GEORGE A. FIEL 
Secretary 


“Cooperation with Competitors” was 
the topic for discussion selected by 
H. S. Chadbourne Co., Milford, Mass. 
He suggested that the members get 
acquainted with chain store managers 
and work with them. He said that he 
had found lumber dealers in general 
have little knowledge of builders’ hard- 
ware and that they sell good lumber 
and cheap hardware. Mr. Chadbourne 
cooperates with chain organizations in 
his advertising. 

W. H. McGaw, Cohasset Hardware 
Co., Inc., Cohasset, Mass., mentioned 
in his talk on “Loss Leaders” the fact 
that one chain store organization sells 
thirty-five per cent of its goods at cost 
or less. The speaker was not convinced 
that loss leaders were of any real bene- 
fit to hardware merchants, but stated 
that he believed that they lead to good 
will. He advocated loss leaders to be 
goods which do not move and those 
which a dealer desires to dispose of. 

The last talk was delivered by D. 
Fletcher Barber, Chandler & Barber 
Co., Boston, Mass. In his remarks on 
“Salesmanship,” the speaker asked the 
dealers to give maximum attention to 
selling quality merchandise. He also 
said that his firm had decided to con- 


centrate on builders’ hardware, 
dropping several general hardware 
lines, 


B. C. Larrabee of the Sheldon School 
of Salesmanship was then introduced 
and asked to say a few words on the 





value of salesmanship. In his talk he 
said store meetings helped to bring out 
positive salesmanship. He spoke of the 
value of aggressive selling and of train- 
ing of salesmen. Character was said 
to be an important factor in successful 
salesmanship, also thrift. 
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A thirty-minute discussion was con- 
ducted by Vice President R. H. Russell, 
who in his summarizing remarks re- 
viewed the talks by the dealers and 
asked the dealers to carry into their 
own stores the ideas which had been 
gathered and presented. 

The Friday morning session was 
opened with the usual Question Box dis- 
cussion. Of the subjects taken up were: 
special discounts, use and value of trad- 
ing stamps, salesman’s bonus and plan- 
ning of direct mail advertising. 

The first of four five-minute talks 
was presented by President Arthur E. 
Moreau of Manchester, N. H., who said 
that many merchants are worried over 
narrowing margins. He said that this 
was caused by competition and in- 
creased costs of doing business. His 
remedy was better buying, increasing 
sales, decreasing overhead and making 
more sales on goods having a good 
margin of profit. He said that the 
dealer should have a definite selling 
plan and should continually buy new 
items for stock. He cited the items 
which he carried, including potted 
plants, shrubs, umbrellas, finished lum- 
ber goods, gold fish and bowls, toilet 
articles and electric refrigerators. 

The speaker suggested that expenses 
might be watched a bit more closely 
and that indifferent and inefficient em- 
ployees should be weeded out; leaving 
earnest workers in the confidence of the 
employer. 

R. M. Sanders of Boston, talked 
briefly about increased operating costs. 
He advocated the reduction of the store 
force to a minimum for effective opera- 





tion. “Analyze your business and allot 
men to places they can best fill,” said 
the speaker. Things about the store 
which can be done mechanically should 
be done in that manner and high-priced 
employees should not be delegated to 
unimportant tasks. 

“Training Clerks’ was the subject 
selected by L. E. Jacobs of Elms Hard- 
ware Co., Auburn, Me. In his talk he 
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asked his hearers to hire the right kind 
of men and impress upon them the 
value of cooperation. Sell them the 
organization and the importance of 
their duties, said the speaker. 

The last talk was delivered by Robert 
H. Russell, Holyoke, Mass., who in dis- 
cussing credit plans, said that a store 
should have a definite credit plan and 
adhere strictly to it. Prompt collections 
and a limit to the amount of credit were 

(Continued on page 116) 
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CALIFORNIA DEALERS MEET 


Twenty-Eighth Convention Held in San Francisco 


DDRESSES by men of prom- 
A inence in the hardware world, 
coupled with thorough  dis- 


cussions by the dealer-members con- 
cerning the problems they are forced 
to solve in business, marked the 
sessions of the 28th annual convention 
of the California Retail Hardware & 
Implement Association, held at the 
Hotel Whitcomb, San Francisco, Feb. 
12, 13 and 14. 

The interest and enthusiasm dis- 
played by the large number in attend- 
dance indicated that California retail 
hardware and implement dealers were 
determined to make the year 1929 one 
of the most successful in their years 
of business by a friendly interchange 
of efforts and practices on the con- 
vention floor. 


President Mariani’s Message 


Walter A. Mariani, president, ex- 
tended an invitation to all in his open- 
ing address, the first part of which 
was given over to a report of the pro- 
gram of the National Congress at 
Soston, which developed into the theme 
of the convention, “Profit Program of 
Henry Brown.” 

The hardware fraternity was pic- 
tured as a family tree with the manu- 
facturing group as the trunk, the whole- 
salers as the limbs and the retailers 
as the leaves. “Now, of course,” Mr. 
Mariani stated, “the sort of family tree 
most of us see shows some good healthy 
faces on its leaves and most of the 
leaves are holding pretty fast to the 
limbs and a few are rather close to the 
trunk. This strikes me as a fair il- 
lustration of Henry Brown’s condition 
today—still very much in the picture 
and strongly entrenched. 

“For the sake of fundamentals, in 
the solution of our problems, let us 
be guided elsewhere in lessons of the 
past,” said Mr. Mariani. “We retail 


hardware men have the courage, the | 


resolution, to hold our entrenchments 
against the inroads of the new compe- 
tition and we have leadership in the 
wisdom and counsel of our national as- 
sociation authorities.” 


As a fitting observance, Lincoln's | 


bithday was given a place on the pro- 
gram with an able address on “Abra- 
ham Lincoln” by Harry L. Todd, post- 
master of San Francisco. He pictured 


| interestingly Lincoln’s life as a career 
| of disappointments that resulted in tri- 
| umph, using the famous Gettysburg 
| address as the central theme. 

| The afternoon 
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day was opened with an address by 
Miss Agnes Burnes, merchandise an- 
alyst of The Emporium, San Fran- 
cisco, on “Merchandise Control.” The 
discussion of this important factor in 
business was presented to the conven- 
tion through the “third degree” method 
with Larry Marks of Charles Brown 
& Sons, San Francisco, bombarding 
the young lady with questions con- 
cerning merchandise control, thus pre- 
senting the material in a topic form. 

Miss Burnes showed how a store 
plan of purchasing and operating and 
selling for a twelve-month period 
could, and should, be developed on the 
probable retail sales volume. She 
pointed out how, in each department, 
the amount of business to be done dur- 
ing the year and the turnover in that 
department would determine the aver- 
age stock. She pointed out that, sales 
not being equal every month, purchases 
at monthly periods, too, should not be 
equal. She said that the time required 





to get the goods and keeping adequate 
stock to serve the trade determines the 
purchasing. 

In her discussion of business opera- 
| tion she segregated the cost of doing 
business into five groups, the first 





| delivery. 
session of the first | 


| group, 


| 
| 
| 
| 


| Sonoma, 


group included buying of merchandise, 
receiving and marking it. In the sec- 
ond group was included selling and 
In the third group occu- 
pancy, rent and maintenance, the fourth 
group, administration, and the fifth 
publicity. 

problem of control was en- 
upon with members entering in- 
discussion. F. T, Duhring of 
E. Alderman of Portola, 
Harry Crowe of Tulare and Sam Mil- 
ler participated in the general discus- 
sion, 


N. R. H. A. Secretary Sheets 
Summarizes Session 


The 
larged 
to the 


The general summary of the session 
and the topics discussed was offered 
by Managing Director Herbert P. 
Sheets of the N. R. H. A,, stressing 
the importance of retail inventory sys- 
tems and the necessity of planning 
sales and planning purchases, thinking 
in terms of the selling price. 

The second day of the convention 
got under way with the first address 
by George M. Gray of Coshocton, 
Ohio, past-president of the N. R. H. A., 
who spoke on “Think, Plan and Act.” 

Mr. Gray recalled the business and 
trade conditions of about 40 years ago 
and contrasted them with present-day 
conditions which are featured chiefly 
by the demand of the present-day con- 
sumer, far different from those of the 
latter part of the 19th century. 

He contended that it was worth 
while to take the time to think of what 
had passed and to reflect on what the 
present offered. 

“We should think, plan and act. We 
do not think enough. We have a fear, 
almost, of getting out of the rut of 
routine, but we should plan to do so; 
we should see what our competitors 
are doing, chart our course for the 
future and seize the opportunity when 
it is offered if we wish to continue as 
successful merchandisers,” said Mr. 
Gray. 

Managing Director Sheets talked at 
length on the continuity of change, and 
the importance and responsibility of 





management and business control. 

Susiness conditions in general were 
| presented to the members of the asso- 
| ciation at the afternoon session in two 


| addresses by George H. Eberhard, 
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president of the George H. Eberhard 
Co., San Francisco, and Professor 
George W. Dowrie of Stanford Uni- 
versity. 

Mr. Eberhard presented to the hard- 
ware dealers his business forecast for 
the future in an address entitled 
“Problems of 1929.’’ He sounded a 
note of thorough optimism for 1929 
with the results of the recent presi- 
dential election being favorably re- 
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ceived by business interests who expect 
the “engineering plant” to be a power- 
ful factor in the conduct of the nation’s 
business. 

Mr. Eberhard pointed out several 
of the trends in business—how color 
and design largely influences the pur- 
chasers of the present day, how the 
price trend is downward although some 
commodities are commanding a larger 
figure as an exception. These trends 
are constantly changing and it is 
necessary for the merchant to make 
changes to match the pace. “Don’t be 
afraid to change your stock or your 
bookkeeping system or any part of 
your business,” Mr. Eberhard said. 

“The New Spirit In Business,” was 
the subject of an address given by 
Professor George W. Dowrie of Stan- 
ford University, in which he com- 
mented on the changes constantly be- 
ing made, the new problems arising 
and as a result, the necessity for 
thinking. 

Professor Dowrie emphasized par- 
ticularly what he believed to be one 
of the weakest links in the chain of 
retail merchandising—the personnel 
problem. “Most clerks or salesmen,” 
he said, “first of all, didn’t know their 
stocks. Secondly, they didn’t care or 
seem to care whether they sold the 
customer or not and, thirdly, they 
eliminated all chances of friendly re- 





lationship by not remembering names 
or faces of customers.” He said it 
was necessary for any merchant to 
please the public and give them what 
they want. “The community doesn’t 
owe any merchant a living,” Professor 
Dowrie said, “and the successful 
dealer anticipates what his _ public 
wants. The day of the hunch player 
is gone. The dealer, to be successful, 
must be more systematic,” he con- 
cluded. 

In his summarizing talk, Mr. Sheets 
commented on the intensity of compe- 
tition, reemphasized the change in 
business and urged the dealers to get 
rid of any dead stock, pointing out 
that over-expansion was better than 
holding on to dead stock. 
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Jim Pearson of Oakland introduced 
the subject of advertising which re- 
sulted in two interesting and _ short 
talks by Mr. Eberhard and Miss Har- 
mony Hellman of Los Angeles, both 
of whom are identified with the adver- 
tising field. 

At the morning session of the final 
day of the convention W. B. Allen 
of Palo Alto, a director of the N. R. 
H. A., spoke on “Henry Brown, the 
Man.” 

He advised each person to look into 
the mirror and talk to the mythical 
Henry Brown, asking these questions: 
How much money did you make last 
year? Did you pay your income tax 
fully? Do you read your code of 
ethics? Do you treat your employees 
fairly? Do you treat your wholesalers 
fairly? Do you have a good book- 
keeping system? Do you ever seek 
good counsel for your problems? He 
advised the merchant to take a good 
look at himself, think over these ques- 
tions and answer them truthfully. 


The summary of the morning and 





of the entire convention was then 
given by Managing Director Sheets, 
who stated that Henry Brown was in 
business for profit and, therefore, it 
was necessary to buy for profit, oper- 
ate for profit, plan for profit and con- 
trol for profit. 

In buying for profit it is necessary 
to find out the merchandise in demand 
that can be sold to advantage. Com- 
petitors’ prices and methods should be 
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studied to do intelligent buying. In 
discussing operating costs special at- 
tention was given to the personnel 
situation. Mr. Sheets urged every 
merchant to think of employees in 
terms of an investment and get them 
to think of it in that light themselves, 
for if each merchant will put more into 
business he will get more out of it, not 
only in money compensation but in 
pleasure. In planning for profit it is 
necessary to have a definite aim and 
program in order to reach the goal 
desired. The activities of the mer- 
chant and his employees should be 
planned for a manth, six months or a 
year ahead and the simpler the plan, 
the more likely it is to be carried out. 

Reports of the resolutions commit- 
tee and the nominating committee were 
then heard. Following the reports the 
election of officers was held which re- 
sulted in Frank Barcroft of the Merced 
being elevated to the presidency with 
L. F. Denius of Vallejo as first vice- 
president and Frank G. Bremer of 
Yuba City as second vice-president. 

Election of representatives to the 
National Retail Hardware Association 
Congress was then made by the assem- 
bly with the newly-elected president, 
Mr. Barcroft, and the secretary, Leroy 
Smith, being chosen. San Francisco 
was selected as the location for the 
1930 convention. 
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This 
High Pressure 


Selling —As Seen by a High 
Grade Salesman 


Editor’s Note: This is the first of a series of 
ters written to the Editor of HARDWARE AGE 
by a high grade salesman in daily contact with 
the hardware trade. The letters are written in a 
humorous vein, but underneath the humor are 
interesting sidelights on many of the problems 
which confront the trade. There is a real lesson 
in every letter, told in a language which the hard- 
ware man understands and appreciates. 











Dear Epiror: 


Today I saw a REAL high-pressure salesman. Boy, 
he was good. He was too darned good, if you ask me, 
for he sold the dealer so much of HIS stuff he couldn’t 
buy any of mine. 

And Lord help anyone who calls there to get an order 
for a long time to come. Oh, well, I don’t want you 
to think I’m crabbing about that sale I lost, because if 
I ever see that bird again I’m going to talk to the dealer 
FIRST. 

When I came into the store this answer to a Sales 
Manager’s prayer was giving Mr. Dealer both barrels— 
and HOW! 

The first words I overheard (and, honest, I wasn’t 
eaves-droppin’—for you could have heard him a block )— 
was something to the effect that the only reason he could 
make him such an attractive proposition was because 
his house didn’t spend any money foolishly for adver- 
tising, and they cut out the jobber’s profit and sold him 
DIRECT—and they passed all that on to him in lower 
prices. Why, he musta believed all that himself, he was 
that forceful. 

It was the Dulledge line of cutlery this baby was 
sellin’ and he had knives and scissors and more knives 
and more scissors spread all over the place. 

Every once in awhile it seemed to me as though the 
dealer was trying to say something—he mighta pos- 
sibly been trying to tell him he didn’t need so many 
more knives and scissors, but he didn’t get much chance 
to say it, I reckon, for the first thing I knew this hyp- 
notic spellbinder had Mr. Dealer’s name right smack 
on the dotted line—and it was all over but the shoutin’. 

As he passed by me on the way out, he gave me a 
sickly smile, which was just as much as to say—Alright, 
little boy, you are next, let’s see YOU sell this bird an 
order like J did. 

I didn’t like that guy somehow—but I gotta admit 
he sure knew his stuff—and, well, if my boss ever saw 





HIM in action I’m afraid I’d have to go back to work- 
ing in the shipping room again. 

Wouldja believe it, old man, he sold that poor, de- 
fenseless dealer a “deal” for $169.50 worth of that 
junk—with his signature on a very legal lookin’ order 
blank—to be shipped out sight draft COLLECT. 

Oh, yes—that was another reason why he could make 
make him such a very attractive deal—they had no 
credit losses—their overhead was low, and they bought 
and sold everything for cash. 

We both watched him make his pretentious exit— 
and even after he had passed beyond the portals of the 
store the dealer still looked—not exactly a gaze of ad- 
miration—but sorta like a fellow looks after he has 
bet his week’s wages on the wrong horse—you know 
how I mean. 

Then he sighed—right from the bottom of his heart— 
I didn’t quite get the full meaning of it, but when he 
growled whattayawant to me—I felt that all was not 
right by our Nell. 

Something oughta be done about things like that. 

On my report to the house I said that dealer was 
“out” (and he may as well have been) rather than tell 
‘em the truth why I didn’t get an order there. 


Well, anyway—he told me that he’d bought more 
cutlery from this fellow than he had sold in the past 
three years—and I think he was already wondering 
what he was going to do with it—and how long he'd 
have it—I guess he had some other thoughts too, but 
they wouldn’t look good in a letter. 

Tell me, Mr. Editor, don’t you think a dealer makes 
sorta mistake when he lets one of these high-pressure 
specialty salesmen load him up like that? 


Don’t you think he’d be better off stickin’ to his jobber 
and maybe instead of buyin’ about three years’ supply 
of scissors, buy a little of MY stuff, and a lot of other 
items instead of tying so much up in one line? 


You know, all do a lot of crabbin’ at times about the 
jobber, and call ’em a lot of things they might possibly 
deserve, but you gotta say one thing for ’em and that 
is they won’t ever load the dealer up with a lot of junk 
he has no business in the world buying (because they 
have to come back again—and this Dulledge keen sharp- 
shooter probably won’t EVER come back again, and 
maybe doesn’t plan on it, either). 

And another thing, I just hope to heck this Dulledge 
dude goes to Winnipeg next week, because I’M going 
down to Louisville. 

And that reminds me, I’ll bet there are a lot of dealers 
who have been duped by this compressed air artist 
who’d make a lot more money playin’ the ponies down 
in Looieville than they make in the hardware game— 
that is, if they let MANY of these fellows sell ’em 
their wonderful “deals” of lines that don’t advertise 
and sell “direct” to save the dealer. 

Sometimes I think Barnum was right. 

Your old side kick, 
Van B. 


P. S.—I hope you don’t think I’m beefin’ because I 
lost that order. 
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Chairstay Holds Chairs Rigid 


A new simple device now available to 
the hardware trade is the DeBoer Chair- 
stay, manufactured by the DeBoer Mfg. 
Co. This concern’s factory is in Syracuse, 
N. Y., and its sales office at 1815 Wool- 
worth Bldg., New York City. 

The Chairstay is easily attached to the 








under side of a chair and tends to prevent 
it from coming apart, wabbling and 
squeaking. It has been designed to give 
longer life and more satisfactory service 
for new chairs and to restore old chairs 
to practical usefulness. The Chairstay is 
well and strongly made, and when at- 
tached to a chair is out of sight. 


Phenix Hanger No. 114 


A new type of hanger for storm sash 
or screens is now being manufactured by 
the Phenix Mfg. Co., 024 Center Street, 
Milwaukee, Wis. 

Phenix Hanger No. 114 is a very sim- 
ple and strong device. The manufacturer 
states it is unbreakable and cannot be 
bent out of shape. With this hanger, 
screens or storm sash can be easily hung 





or removed from the inside of the room. 
Packed in dozen sets. A set consists 
of four pieces with eight screens. 





A New Screen Door Set 


A very attractive new set of hardware 
for the screen door has just been an- 
nounced by Griffin Mfg. Co., Erie, Pa. 

This new unit is known as the Per- 
fection screen door hardware set, No. 
1740. It includes two half-surface, loose 
joint shoulder pin hinges in attractive 
Fleur de Lis design. Latch is of thumb 
lever design, very attractive and is fur- 


lock feature. The keeper is set in posi- 
tion on the door jamb, and this item, as 
well as the hinge butts, may be applied 
either flush or mortised as desired. Both 
are reversible and can be used on either 
right or left hand door. Escutcheon plate 
No. 3 coil wire spring and screws for in- 
stalling, complete the set. 

As the illustration shows, this makes a 
pleasing installation for any screen door 
and its simple construction enables quick 
installation. 

A new folder illustrating and describ- 





ing this new Griffin product has just been 
issued and will be mailed upon request. 





Two Dietz Roadside Torches 


R. E. Dietz Co., 60 Laight St, New 
York City, has recently introduced two 
new model roadside torches. The No. 
96 torch is spherical, having a weighted 
bottom which causes it to return to posi- 
tion if tipped or knocked over. The No. 





80 is a semi-spherical torch with a broad, 
stable, unweighted base and curving sides 
that operate as a fend against injury. 
These torches burn either kerosene, light 
fuel oil or crude distillate. Each is pro- 





vided with a cast steel burner, heavy 
carrying loop and an automatic lock that 
prevents the wick from slipping. They 
are packed: three to a carton and dis- 
tributed through regular hardware chan- 


An Electric Neckwear Presser 


The Hare Mfg. Co., Suite No. 701-704 
Lewis Bldg., Philadelphia, Pa., has re- 





cently put the market electric 


neckwear presser for the home. 


on an 

This appliance puts back into service the 
neckties that are too mussed to wear and 
too good to throw away. “TyBoy” presses 
the lining as well as the face of the tie 
by the aid of a metal tongue placed between 
the two. 

There are two models. The book form 
illustrated is a steel case with 
duPont’s Fabrikoid. The telescope model 
is in black crystal lacquer. 


covered 


New Door Stay and Holder 


The Shelby Spring Hinge, Co., Shelby, 
Ohio, has recently placed on the market 
a dodr stay and holder. It is especially 
designed for entrance and exit doors to 
public buildings; and doors hung in series 
without mullions require the protection of 
this device to keep the door from being 
forced back beyond a given point. 

This door stay has a positive lock which 
holds the door open at right angles, and is 








provided with an encased shock absorber 
which eliminates the shock and strain on 
the hinges. 
Overhead 


installation and all exposed 


parts being made of real brass finished 
in any hardware finish adds dignity to a 











nished assembled complete with patented 





nels, 


door equipped with this product. 
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EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


Watch Your Step 


can now be used to measure tomorrow. Many of 

what we thought were proved principles no longer 
command respect. Dozens of rules that appeared to be 
infallible have been cast into the discard. The trend of 
security prices has been so violently upward that the 
careful investor 


ie seems that very few of the yardsticks of yesterday 


him out of jail. So-called “sucker” lists with 15,000,000 
names are now available to the faker who has a plan to 
fleece trusting individuals seeking to get rich quick. 
Hundreds of “tipster sheets” are still being used to 
market great quantities of worthless securities. Like 
most everything else stock swindling is being conducted 

at present on a 





is finding it diffi- 
cult to maintain 
a proper per- 
spective. Among 
the speculative 
fraternity the 
conclusion has 
grown that it is 
a waste of en- 
ergy to give con- 
sideration to in- 
trinsic values or 
to try and estab- 
lish a_ relation- 
ship between 
stock prices and 
earnings. 
Humanity is 
steadily climbing 
upward, but life 
as a whole re- 
mains a jumble 
of wisdom and 
folly. Truth and 
justice continue 
to march along 
the same road 








From Chalmers Lowell Pancoast's ‘Trail Blazers of Advertising” 


mass - production 
basis. 

W hile busi- 
ness morals are 
on a_ higher 
plane than ever 
before, the pit- 
falls as well as 
the opportunities 
for the venture- 
some dollar have 
increased tre- 
mendously. The 
benefits to hu- 
manity from re- 
cent advances in 
true science are 
beyond calcula- 
tion, but these 
gains have been 
counterbalanced 
to a considerable 
extent by endless 
quackeries in the 
field of pseudo- 
science. Shrewd 
and avaricious 
people have been 








with superstition 
and prejudice. 
Recently the Japanese spent $2,000,000 in burying their 
Emperor to the accompaniment of sacred oxen and all 
the rites of ancient dynasties. At the same time they 
were putting into operation a new subway with coin-in- 
the-slot turnstiles and, on the walls, advertising placards 
done in the latest New York manner. 

Education in America has reached a comparatively 
high level, and yet a lot of people go in for the interpre- 
tation of dreams. Many place faith in pocket pieces 
and dozens of aviators wear a talisman. We cling to 
age-old beliefs about black cats, broken mirrors, pearls, 
opals, ladders and a rabbit’s foot. The superstition 
about the ground hog’s shadow still persists and the 
traveler at the Pullman window finds that the last seat 
to be sold is number 13. 

We feel contempt for the stupidity of yesterday and 
yet go on being victimized in wholesale fashion by the 
same old fakes dressed up in different clothes. The old- 
time crook worked single-handed and his winnings were 
limited. The modern cheat surrounds himself with the 
smartest of lawyers who are paid handsomely to keep 





quick to take ad- 
advantage of the public’s ignorance of technology. 

Each astounding disclosure that is sound in principle 
and practice offers a new opportunity for the faker to 
capitalize human gullibility. Fraudulent enterprises by 
the hundred have been built up on the misapplication 
of well known scientific theories. We are surrounded 
by methods and devices that put iron into our blood, cure 
numberless ills by means of ultra-violet irradiations, 
insure our business success by utilizing a variety of 
vibrations to render us “harmonious with unseen omnipo- 
tence,” and that recharge us with power through the ap- 
plication of an electric warming pad which we buy at ten 
times its actual cost. A multitude of fantastic cults 
solicit our attention and a great army of amateur psychol- 
ogists blare forth a scientific phraseology that sounds 
impressive but is mostly bunk. 

Electrons and protons, being no more than convenient 
assumptions even to the scientist, become useful tools 
in the hands of the swindlers. They prattle about “solar 
biology,” “cosmic symbolism,” “esoteric psychology,” 

(Continued on page 110) 
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*Whit S. Lochridge Dies—Was 
Veteran Kentucky Dealer 


Whit S. Lochridge, president and man- 
ager of Lochridge & Ridgway, wholesale 
and retail distributor of hardware and 
furniture in Mayfield, Ky., passed away 
recently at his home in that city at the 
age of 66 years. 

Mr. Lochridge was born near Mayfield 
and had been actively engaged in the hard- 
ware business for 43 years. He was first 
associated with J. S. Longmire, but later 








WHIT S. LOCHRIDGE 











the partnership was dissolved and he joined 
Will Ridgway in the business that is to- 
day one of the oldest and most respected 
in Mayfield. He had a wide acquaintance, 
was a man of the highest character, and 
was active in community enterprises. 

J. T. Lochridge and Robert Lochridge, 
associated with their father for 22 and 9 
years respectively, will carry on the busi- 
ness. 

W. S. Lochridge is survived by his widow 
and three children. 


J. L. Vermeersch Incorporates 
in Phoenix as Vermeersch, Inc. 


Jules L. Vermeersch announces the for- 
mation of Vermeersch, Inc., in Phoenix, 
Ariz., which will act as manufacturers’ 
distributor and jobber of machinery, mill 
supplies and hardware. 

The corporation will be practically the 
same in every way as when operated per- 
sonally by Mr. Vermeersch, who will now 
be president and treasurer of the new com- 
pany. Henry Vermeersch is vice-president 
and M. K. Jackson, secretary. 





A. Tredway & Sons Hardware 


Co. Merges with Kretschmer Co. | 


Announcement has recently been made | 
of the merger of A. Tredway & Sons | 


Hardware Co., a leading jobbing house 
of Dubuque, Iowa, with the Kretschmer 
Mfg. Co., also of that city. The new or- 
ganization will operate under the name of 
Kretschmer-Tredway Co., with executive 
offices in the Kretschmer Building, Ninth 
and Washington Street, Dubuque. 








The Tredway firm was organized in 
Dubuque in 1853 by Alfred Tredway. He 
formed a partnership with William An- 
drews, the firm being known as Andrews 
& Tredway. This business was continued 
until the merger, but the present name 
was adopted years ago, as Mr. Tredway’s 
sons came into their father’s business. 

The Kretschmer Mfg. Co. was organ- 
ized in 1907. It has conducted a heat- 
ing and plumbing supply business, and 
also manufactured many items on a large 
scale. 

Fred N. Kretschmer is president and 
treasurer of the new organization. Lou 
R. Hyde is vice-president and Walter M. 
Brown, secretary. The officers have an- 
nounced that all the lines previously han- 
dled by the two firms would be continued 
under the consolidation, dealing at whole- 
sale in the supplying of plumbing, heating, 
hardware and steel products. 





Masback Hardware Co. Host 
to 800 Retail Dealers 


Approximately 800 hardware dealers, 
their wives and salesmen attended the 1929 
annual “At Home Day,” held each year 
on Washington’s Birthday by the Mas- 
back Hardware Co. at its offices, 82 War- 
ren Street, New York City. 

From ten in the morning till late in 
the afternoon the dealers inspected the 
merchandise on display and enjoyed the 
demonstrations conducted by factory rep- 
resentatives. Displays were arranged on 
all floors. One of the featured displays 
was the wooden ware line, recently added 
by the company. A _ buffet lunch was 
served throughout the day. 





Charles W. Bingham Dead—Was 
Veteran Cleveland Jobber 


Charles W. Bingham, formerly presi- 
dent of the William Bingham Co., Cleve- 
land, Ohio, wholesale hardware jobber, 
died suddenly on March 1 at the age of 
82 years. 

As president of the Bingham company 
he succeeded his father, who was the 
founder of the company. He retired from 
active business 15 years ago, although he 
retained directorships in a number of com- 
panies. He was a director of the Cleve- 
land Cliffs Iron Co. and the Bourne-Fuller 
Co., and formerly president of the Stand- 
ard Tool Co., Cleveland. 

Mr. Bingham was a prominent philan- 
thropist and financier. His gifts included 
large sums to educational institutions. In 
1926 his four children donated $1,000,000 
to Yale University, from which he gradu- 
ated, for the erection of a student dormi- 
tory bearing his name. 





R. L. McKinney Now Manages 
Garage Hardware Division 


Robert L. McKinney, secretary of the 
McKinney Mfg. Co., Pittsburgh, Pa., is 
now in active management of the Garage 
Hardware Division. He will supervise 
and design various models of garage hard- 
ware. A new catalog covering this divi- 
sion will soon be issued. 


| 





J. S. Sprott Gen. Mgr. of Sales 
for Berger Manufacturing Co. 


Jerry S. Sprott has joined the Berger 
Mfg. Co., Canton, Ohio, as general man- 
ager of sales. This organization manufac- 
tures more than 4000 items of fabricated 
products made chiefly from sheets. 

Mr. Sprott will direct all of the sales 
divisions of the company, which include 
metal furniture, metal lumber, culverts, 
and miscellaneous metal products. 

Several months ago Mr. Sprott resigned 
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from The General Fireproofing Co., 
Youngstown, Ohio, where he had _ been 
vice-president in charge of sales. He had 


been with this organization for more than 
16 years. 


Frank D. Stratton Injured; 
Now Confined to Malden Home 


Frank D. Stratton, New England rep- 
resentative of Lamson & Goodnow Mfg. 
Co., Shelburne Falls, Mass., met with a 
painful accident in Springfield, Mass., re- 
cently, and after first-aid treatment was 
taken to his home in Malden, Mass. 

Mr. Stratton will probably be confined 
to his home for several weeks. 


Westinghouse Has Organized 
Electric Refrigeration Dept. 


An electric refrigeration department has 
been organized by the Westinghouse Elec- 
tric & Mfg. Co., East Pittsburgh, Pa., 
with headquarters at the Mansfield, Ohio, 
works. J. S. Tritle, general manager mer- 
chandising department, also is general 
manager of the new department, and Carl 
D. Taylor, formerly manager industrial 


| division at the company’s Pittsburgh office, 


has been appointed manager. 


New Kenton Hardware Catalog 


Pistol Catalog No. 23 has been issued 
by The Kenton Hardware Co., Kenton, 
Ohio. In it are described and illustrated 
the large line of paper cap and blank 
cartridge pistols which the company manu- 
factures. Many new items are shown. 
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London Manager, W. E. Peck 
& Co., Visiting United States 


Hardware manufacturers of the United 
States will be interested in knowing that 
Henry Malt, London manager of William 
E. Peck & Co., of London, England, is at 
present in this country on a business mis- 
sion. 

The connection of the firm of William 
E. Peck & Co. with the English hard- 
ware trade is an enviable one of more 
than thirty years’ standing. For many 
years it has acted as London representa- 
tive for such well-known firms as the 
Samson Cordage Works; Landers, Frary 
& Clark; Hart & Cooley Co., and others. 
It has a background of years of experience 
in the marketing of American hardware 
throughout the British Isles. 

The head office of William E. Peck & 
Co. is situated in New York City, at 96 
Wall Street. At this time the company 
is open, through the New York office, to 
consideration of new lines of progressive 
American manufacturers who are inter- 
ested in reaching the English market. 

Mr. Malt plans to be in New York un- 
til about March 15 and will make his head- 
quarters at the company’s New York office. 





Richards-Wilcox Co. Erects 
Modern Large Office Building 


In order to take care of its increasing 
personnel, Richards-Wilcox Mfg. Co., 
Aurora, Ill., has been forced to erect a 
new building to provide more commodious 
quarters for the office force. 

It is a three-story and basement build- 
ing. On the lower floor is the factory, 
office, production, cost accounting and pur- 
chasing departments. One end of the base- 
ment floor is used for the storage of office 
supplies, etc. The general administration 
office is on the second floor, and the en- 
tire third floor is occupied by the engi- 
neering department. 





Corning Glass Works Makes 


Executive Personnel Changes 


G. B. Hollister, formerly vice-president 
and director of sales of the Corning Glass 
Works, Corning, N. Y., has become vice- 
president and a member of the executive 
committee. W. H. Curtiss, formerly as- 
sistant to the president, has been made a 
vice-president, and J. L. Peden, formerly 
assistant director of sales, is now director 
of sales for the company. 





President Reports Progress for 
American Mutual Co. 


In his address before the annual meet- 
ing of the American Mutual Liability In- 
surance Co., held in Boston on Feb. 20, 
President Charles E. Hodges made the 
following statements : 

“The premium volume of the company 
again showed substantial progress in all 
lines, reaching a new high record of $16,- 
263,364, an increase of 8.3 per cent over 
1927, or $1,243,788. The total number of 
risks in force increased from 40,146 to 
43,925. The assets of the company in- 
creased from $20,027,182 to $22,617,881, 
an increase of $2,590,699. 





“The total number of accidents reported 
increased from 174,023 to 180,360, due to 
the increased volume of business. In spite 
of the increased number of accidents, the 
expense ratio was reduced from 23.3 per 
cent to 22.2 per cent, the lowest ratio since 
1920. 

“The Payroll Audit Department made 
20,600 audits, representing $5,233,807 ad- 
ditional premiums. 

“There was a net increase of $157,725 
in the market value of the investments 
held by the company, which represented 
the net difference between a depreciation 
of $479,129 in the value of bonds and 
an appreciation of $636,854 in the value 
of stocks. This net increase, together 
with a net profit of $101,468 in the sale 
of securities, shows a gain of $259,193, 
as compared with $758,754 of the previ- 
ous year.” 





E. G. Adams Has Joined 
McKinney Sales Organization 


E. G. Adams has joined the sales or- 
ganization of the McKinney Mfg. Co., 
Pittsburgh, Pa. He will be in charge of 
sales in Detroit, Toledo, and Cleveland. 
J. C. Weldon will act as his assistant. 





E. G. ADAMS 


For several years Mr. Adams, who is 
familiarly known to the trade as “Ed,” 
represented Sargent & Co., New Haven, 
Conn., and during the past two years 
Russell & Erwin in the Pacific Northwest 
territory. 

Mr. Adams brings to the McKinney or- 
ganization many years of practical experi- 
ence in the builders’ hardware field. 





A. G. McCoubrey Passes On 


Andrew George McCoubrey, formerly 
a well-known business man of St. Johns, 
N. F., died Tuesday evening, Feb. 26, at 
his home in Lexington, Mass. Mr. Mc- 
Coubrey was born in St. Johns on Dec. 31, 
1851, and for many years, until he retired 
in 1913, was in the hardware business 
there. 





Pittsburgh Screw & Bolt Corp. 
Buys Graham Bolt Nut Co. 


The Pittsburgh Screw & Bolt Corp. has 
acquired the Graham Bolt & Nut Co. 
also of Pittsburgh, Pa. in which the 
Jones & Laughlin Steel Corp. has had a 
controlling interest for the past five years. 

Coincident with the consummation of 
this deal, William G. Costin, chairman 
of the former company, announced the 
organization of a new company to be 
known as the Pittsburgh Screw & Bolt 
Co., to take over the Pittsburgh Screw 
& Bolt Corp., the Colona Mfg. Co., which 
has been controlled by Mr. Costin and 
his associates, and the patent rights to 
new types of airplane propellers and hubs. 

The new company will rank high as 
a producer of bolts, nuts and rivets, since, 
in addition to the Pittsburgh Screw & Bolt 
Corp. plant on Preble Avenue, Pittsburgh, 
N. S., and the Graham plant on Neville 
Island, in the Ohio River near Pitts- 
burgh, it has large capacity in the Chi- 
cago district in the Gary Screw & Bolt 
Co., Gary, Ind., which, a few years ago, 
absorbed another Chicago district bolt and 
nut company. 

William G. Costin will be chairman of 
the new company. Charles R. Ferguson, 
who has been president of the Pittsburgh 
Screw & Bolt Corp. will be president. 
Charles J. Graham and H. C. Graham, 
of the Graham company, will be vice- 
presidents, and J. M. Auty, secretary. 





Shefheld Bronze Powder Co. 
Sponsors Letter Contest 


A stencil assortment with stock cabinet 
and counter book is the first prize award 
in a letter contest now being conducted by 
the Sheffield Bronze Powder Co., 2581 
East Fifty-fifth Street, Cleveland, Ohio. 

This contest, which closes on midnight, 
April 5, is open to all paint or hardware 
dealers, jobbers, their salesmen and their 
clerks. The letter must be written on the 
subject, “Why I Think Sheffield Decora- 
tive Stencils Should Be Carried by Every 
Dealer.” 

The five best letters will win stencil 
assortments, and everyone who enters the 
contest will receive a souvenir prize. 

No merchandise need be purchased in 
order to enter the contest. The Carpenter 
Advertising Co., Cleveland, Ohio, will 
judge all letters. 





Addison McGarrett Has Joined 
Pratt & Whitney Co. 


Addison McGarrett has joined the Pratt 
& Whitney Co., Hartford, Conn., as man- 
ager of the newly created agency sales 
department. He was formerly associated 
with the Niles Tool Works Co., Hamil- 
ton, Ohio, for more than 25 years. For 
about 15 years he was its traveling repre- 
sentative in ‘New England, New York and 
Ohio, and for five years manager of the 
Rochester, N. Y., office. 

Robert P. Brinkman, who assisted Mr. 
McGarrett in the Niles organization, is 
also associated with him in his new con- 
nection. 
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‘Colonel Frank Guildener Dead 
—Was Beloved Veteran Salesman 


Colonel Frank Guildener, one of the old- 
est and best known salesmen in the South, 
passed away at his home in Baltimore on 
Feb. 28. He was 74 years of age, and 
had represented Sargent & Co, New 
Haven, Conn., for over 40 years in the 
Southern States. 

The “Colonel,” as he was known to his 
myriad of friends, did not acquire his title 





COL, FRANK GUILDENER 


in military service. It was an honorary 
title conferred upon him as a mark of 
esteem and respect by the people among 
whom he traveled. Many of them knew 
him under no other name than “Colonel” 
Guildener. 

Frank Guildener was born in Baltimore, 
Feb. 3, 1855, and received his early edu- 
cation in the public schools of that city. 
His first job was with John R. Kelso, 
Jr., of Baltimore. Starting as a handy 
boy around the store, he advanced rapid- 
ly through the various stages until he 
achieved his ambition to sell merchandise 
on the road. He continued with the Kelso 
firm for 18 years. 

At that time Sargent & Co., desiring a 
man for their Southern territory, chose 
Frank Guildener as the right man for the 
place, and in 1889 he joined that organ- 
ization, remaining an honored representa- 
tive of it until his death, He was a mem- 
ber of the Old Guard, Southern Hardware 
Salesmen’s Association, and had attended 
many of the trade conventions. 

Colonel Guildener’s health had not been 
the best for several years past, but his 
spirit and kindly disposition never failed 
him. 

It will be many years before the memory 
of genial, friendly, efficient Colonel Frank 
Guildener passes from that great South- 
ern territory whose people knew him best 
and, knowing him, loved him. 





The Premier Service Co. Now 
Premier Vacuum Cleaner Co. 


The Premier Service Co., of Cleveland, 
Ohio, the distributing and service sub- 
sidiary of Electric Vacuum Cleaner Co., 
Inc., manufacturer of “Premier” electric 
vacuum cleaners, on March 1 became The 
Premier Vacuum Cleaner Co. 





Reading Iron Co. Announces Policy of Resale 
Price Maintenance on Pipe 


Harpware AGE is privileged to make 
the first announcement of a pioneer move- 
ment in the pipe industry which is of the 
highest significance. 

We have frequently presented in these 
columns discussions on the evils of preda- 
tory price-cutting. These conditions have 
been manifest in the pipe industry to a 
degree equaling, if not exceeding, those 
which prevail in many other industries. 

The first step toward the correction of 
this situation in the pipe industry is about 
to be taken by the Reading Iron Com- 
pany, Reading, Pa., through the announce- 
ment by it on March 1 of its new resale 
price maintenance policy. 

The Reading Iron Company authorizes 
the following statement : 

“The Reading Iron Company, manufac- 
turers of wrought-iron articles, among 
which is genuine wrought-iron pipe, have 
in common with other manufacturers suf- 
fered much in years past due to unwise 
competitive conditions set up among 
themselves by the distributors of the prod- 
ucts of that company. The situation has 
grown into such an evil that immediate 
measures are necessary to correct it. 
Therefore the company, after considered 
deliberation and acting upon its own in- 
itiative under the advice of its counsel, 
Felix H. Levy, has decided to insti- 





tute a resale policy for the guidance of its 
distributors. 

“This resale policy suggests minimum 
resale prices and is coupled with the an- 
nouncement that any distributor of the 
company who fails to observe such sug- 
gested resale prices will be denied the 
right to make any further purchases from 
the company. Accordingly, the company 
has announced, effective March 1, 1929, 
its resale price card, which is identified 
by the symbol P. 79 R. S., on which are 
series of discounts worked out upon the 
Pittsburgh basing, which will allow uni- 
formity of suggested resale price through- 
out the entire country by simply deduct- 
ing the rate of freight from the basing 
point to destination. 

“This policy is perhaps revolutionary, 
and it is predicted that it will be far- 
reaching in its effects. Those who have 
initiated it expect that it will benefit con- 
sumer, distributor and manufacturer alike 
in that it protects the manufacturer from 
pressure for prices lower than his cost 
sheet will permit him to grant, and pro- 
tects the distributor and consumer from 
consequent deterioration in quality of ma- 
terial. It will, also, in providing uniform- 
ity of profit for the distributor, ultimately 
result in average lower cost to the con- 
suming trade. Needless to say, it will 
protect the distributor against the depre- 
dations of price cutters.” 





Under its new name, The Premier 
Vacuum Cleaner Co. will continue to main- 
tain branch offices in all large cities of 
the United States. In over 85 cities its 
service departments are equipped to ren- 
der immediate service on any “Premier” 
electric cleaner at moderate cost. 

Officers of the company are as follows: 
Julius Tuteur, president; R. B. Wilson, 
vice-president; A. V. Cannon, secretary; 
E. S. Patterson, treasurer. 


Fred C. Kelly Now Heads 
R. A. Kelly Company 


The R. A. Kelly Co., manufacturer of 
twine and cordage and owner of a ma- 
chine-manufacturing plant in Xenia, Ohio, 
has reorganized and elected Fred C. 
Kelly of Peninsula, Ohio, as president, 
succeeding the late George R. Kelly. 

Other officers chosen were: Mrs. George 
R. Kelly, vice-president; J. W. Santmeyer, 
secretary and acting manager, and Leon 
Spahr, treasurer and assistant manager. 

Mr. Santmeyer was formerly secretary 
and treasurer and has been with the com- 
pany for 22 years. Mr. Spahr was for- 
merly in charge of accounting. Three 
members were added to the board of di- 
rectors, which is now composed of Fred 
C. Kelly, Mrs. George R. Kelly, W. E. 
McGervey, C. W. Murphy, Henry Flynn 
and J. W. Santmeyer. 





L. E. Crandall Enters Investment 
Banking Field 


L. E. Crandall has become associated 
with John Nickerson & Co., bankers of 
New York City. He was formerly vice- 
president of the Simmons Hardware Co., 
St. Louis, Mo., and later vice-president 
of the Wickwire-Spencer Steel Corp., New 
York City. 

Mr. Crandall will be resident manager 
in Washington, D. C., for the Nickerson 
organization. 


A. A. Seltzer Dead—Shelby 
Spring Hinge Co. Executive 


J. A. Seltzer, vice-president and secre- 
tary of The Shelby Spring Hinge Co., 
Shelby, Ohio, passed away in a Cleveland 
hospital on Feb. 18 as a result of injuries 
sustained from an automobile accident. 
He was 79 years of age. 

Mr. Seltzer was identified with the hard- 
ware business for about 45 years. He was 
at one time a partner in the Shelby retail 
hardware store of Seltzer & Steele. In his 
capacity of vice-president and secretary 
he traveled throughout the country and 
was well and familiarly known as “Uncle 
Joe Seltzer.” 

Mr. Seltzer was also actively engaged 
as manager of the Shelby Cycle Co. 
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Looking Ahead 


By ALVAN T. SIMONDS, President, Simonds Saw and Steel Company 





statement calling attention to the threatened falling 

off in business because of the increasing cost of com- 
mercial credit. We all know that this increasing cost is 
due to the demands of inflated speculation and not to the 
demands of increasing business. The Federal Reserve 
Board in its statement says: 


QO: Feb. 6, the Federal Reserve Board issued a formal 


responsible. As to how the slow and painful recovery in 
3ritish trade will be affected it is more difficult to predict.” 

It is generally agreed that our prosperity in time of peace 
is greater when other nations are prosperous. Hard times 
in Europe will reduce our prosperity. So far as general 
welfare is concerned, the time is fast coming when the 
world must be considered as a single variable. Stock spec- 
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Editor’s Note: Mr. Simonds is a keen stu- om 


dent of basic and contributing factors 
which affect commerce and industry. 4% / 
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Under the title of “Looking Ahead” Mr. 
Simonds contributes to the business world / 
articles of great interest, illustrating them st 
with appropriate charts.. We are pleased , 
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this contribution. 
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and the second running down from April, 
1929 to the middle of 1930—are esti- 
mated movements in the trend of indus- 
trial production. 


‘19 ‘20 ‘21 ‘22 ‘23 


“The effect of the great and growing volume of specu- 
lative credit has already produced some strain which has 
reflected itself in advances of from 1 to 14% per cent in the 
cost of credit for commercial uses. The matter is one that 
concerns every section of the country and every business 
interest, as an aggravation of these conditions may be ex- 
pected to have detrimental effects on business and may 
impair its future.” 

Here is a reference to the fact that since Jan. 1, 1928, 
the rate for commercial credit has increased from 4 to 54% 
per cent—an increase of 3714 per cent in the cost of bor- 
rowing money for business purposes. We called attention 
to this in the January, 1929, issue of Looking Ahead. In 
the Nov. 1, 1928, issue we charted our long-time and short- 
time forecasters, both of which showed a threatened turn- 
down of business because of increasing commercial paper 
rates. The “strain” on business in the United States has 
not as yet been severe enough to cause a turn-down in the 
line representing industrial production, for normally this 
line moves upward from Jan. 1 to April 1. But the increase 
in the cost of commercial credit in the United States has 
caused a regrettable increase in the cost of such credit in 
England. 

The Bank of England had been discounting commercial 
paper at 444 per cent. This rate was increased on Feb. 7 
to 54% per cent—“the most drastic change of the sort since 
the crisis of 1920 was coming into sight.” Before the in- 
crease was announced, Montagu Norman, governor of the 
Bank of England, came to America and saw Secretary 
Mellon and members of the Federal Reserve Board. This 
may give some idea of the seriousness of the situation. In 
England business recovery was being stimulated by low 
money rates. Wild speculation in the United States, strange 
as it may seem to some, compelled England to increase these 
rates, much against her will, in order to protect her re- 
sources of gold. The New York Times says, “This probably 
means higher money throughout Europe and perhaps the 
ending of the outside world’s easy money period. For this 
result the American stock speculation is plainly enough 
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ulation in the United States increases the cost in England 
of money borrowed for carrying on business. The increased 
cost there causes increased cost in continental Europe, and 
so on. 

Is it not time that we ceased to damn the one who early 
gives the alarm of threatened danger to our prosperity? 
Is there not a time when confidence that all is going well 
in business and is to continue going well should be under- 
mined? Isn’t that what the Federal Reserve Board state- 
ment has done? Let us ask ourselves another question. 
Why was it not done earlier, before the situation had be- 
come so serious? Not since 1919-1920 has there been such 
a rapid increase in commercial rates as that of the first 
nine months of 1928. From the beginning of 1928 this 
became a “strain” on business activity. 

But business leaders seem to believe that business reces- 
sions or depressions if foreseen should never be mentioned 
for fear of undermining confidence. No one loves a pes- 
simist and whoever sees and announces loss or danger ahead, 
in the careless language of the unthinking, is a pessimist. 
No one has ever suggested a monument to the inventor of 
the alarm clock. But now when lack of confidence will 
prove much more costly, the alarm is given. Why not give 
it as in the case of tuberculosis, kidney disease or cancer, 
at the earliest possible moment? 

The chart shows what will happen to the trend of busi- 
ness in 1929 and 1930 if changing cost for borrowed money 
is to affect it as it invariably has since the war. It has 
been showing this since Jan. 1, 1928. 

The deplorable situation in the stock market with the 
serious consequences that may follow is blamed chiefly upon 
individuals and corporations that have, in addition to the 
banks, provided funds for such speculation to the amount 
of $2,615,000,000—an increase of such loans in the last 
year of $1,563,000,000. In the July issue of Looking Ahead 
we intimated that business men were short-sighted in mak- 
ing such loans, for they were bound to bring about a falling 


off in business. 
(Continued on page 118) 
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General Market News 








Hardware Trade Making Plans | 
for Active Spring Demand 


NEw YorK, March 5.—Predicting a very active general demand 
for various lines of spring merchandise, wholesale hardware dis- 
tributors are busy handling early orders on such goods and plan- 
ning for the normal development of this business during the coming 
months. In practically all markets early interest in spring goods 
ran behind what might be termed average or normal, but in the 
past ten days the dealers have been considering spring needs and 
have placed their orders in increasing quantities. 

Hardware prices are very firm at the present time and few 
drastic major changes are anticipated by market students. Collec- 
tions average fair throughout the country among hardware firms. 


Hygrade Lamp Co. Reduced 
Lamp List Prices March 1 


Effective March 1, the Hygrade Lamp 
Co., Salem, Mass., reduced the list prices 
of 50 and 60 watt standard inside frosted 
Hygrade lamps, 110, 115 and 120 volts, 
from 22c. to 20c. 

In the same announcement, it is stated 
that all standard colored lamps shown on 
page 22 of the company’s catalog will take 
a list price of 25c. . 


The Eagle-Picher Lead Co. 
Issues New Price List 


In a new price list dated Feb. 25, the 
Eagle-Picher Lead Co., 134 N. La Salle 
Street, Chicago, Ill., gives the following 
prices for dry lead pigments in barrels. 
Super-sublimed white lead, 8%%c. per Ib.; 
sublimed white lead, 8%4c. per Ib.; sub- 
limed blue lead, 8%4c. per Ib., and car- 
bonate of lead, 8%c. per Ib. 





Rome Mfg. Co. Has Issued New 
Price Lists Nos. 71 


Rome Mfg. Co., Rome, N. Y., has is- 
sued both Discount and Price List No. 71 
and Net Price List No. 71. Both are dated 
Feb. 11, 1929. The price lists cover 
“Rome” copper ware, wash boilers, tea 
kettles, coffee pots and inset pails. An in- 
crease in prices is noted in both price lists. 





Mazda Prices Are Reduced by 
General Electric Company 


Mazda lamp prices were again reduced 
on March 1, 1929, on the 50 and 60 watt 
lamps of the standard line of inside frosted 
lamps, according to a statement from the 
General Electric Co. Price reductions 
were also made on all colored lamps except 
flame tints. 

This is the twelfth time that Mazda 





lamp prices have been reduced since 1920. 
Present reduction of approximately 10 per 
cent brings the prices of these lamps to 
approximately one-half of their 1914 
prices. 

The March 1 price reduction is as fol- 
lows: 50 and 60 watt lamps are now 20c. 
instead of 2Zc.; 25 and 40 watt colored 
lamps are now 25c. instead of 30c. 


National Lead Co. Increases 
Prices on Its Products 


On Feb. 23, the National Lead Co., 
through its Atlantic Branch at 111 Broad- 
way, New York City, issued a new price 
list covering white lead and oxides. In it 
is shown an increase of %4c. from price 
list issued on Nov. 17, 1927. 

“Dutch Boy” white lead in oil is 13%c. 
per 100-lb. keg. In 50 and 25-lb. kegs it is 
1334c. and in 12%4-lb. kegs, 14c. 

“Dutch Boy” soft paste is quoted at the 
same price, so is dry white and red lead; 
“Dutch Boy” red lead in oil is priced at 
15c. per 100-Ib. kegs; 1514c. in 50 and 25- 
Ib. kegs and 15%c. in 12%4-lb. kegs. 


Week’s Price Average 98 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on Feb. 24 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98 per cent. 
The January average was 97.4 per cent. 
The purchasing power of the dollar was 
102.1c. on a 1926 basis of 100c. The Janu- 
ary average was 102.6c. says the (N. Y.) 
Journal of Commerce. 

Crump’s index of English prices for the 
week on the revised 1926 level was 93.6. 
The January average was 93. 





The Italian index on the revised 1926 | 
level for the week ended Feb. 16 was 76.3. | 


Bank Debits Up 19.2 Per Cent 
to $20,111,000,000 Total 


Debits of individual accounts, as reported 
to the Federal Reserve Bank by banks in 
leading cities for the week ending Feb. 
20, aggregated $20,111,000,000, or 19.2 per 
above the total reported for the 
preceding week, which included but five 
business days for many of the reporting 
centers, and 56.6 per cent above the total 
for the corresponding week of last year, 


cent 


which also included only five business 
days. 
Aggregate debits for 141 centers, for 


which figures have been published weekly 
since January, 1929, amounted to $19,151,- 
000,000, as compared with $16,076,000,000 
for the preceding week and $12,155,000,- 
000 for the year ending Feb. 22 of last 
year. 


Silverware Sales Should Show 
Increase Over 1928 Figure 


A news dispatch in a current issue of 
Commerce Reports states that while sales 
in the silverware field have recently 
shown signs of tapering down to a normal 
post-holiday demand, trade authorities con- 
tinue to predict greater sales for 1929 than 
were made in 1928. 


Commercial Failures Decrease 


in Week of Feb. 23 


There is an improvement in the in- 
solvency record for the week ending Feb. 
23, which is for five business days only. 
Reports to R. G. Dun & Co. show 411 
defaults in the United States, whereas a 
year ago, when the statement also covered 
five days, the total was 483. Fewer in- 
solvencies occurred this week than during 
the same period of 1928, in each geo- 
graphical section and notably in the South. 
Numbering 251, failures for more than 
$5,000 of liabilities in each case this week 
compared with 260 similar defaults a year 
ago. 

With a total of 53, Canadian insolven- 
cies this week are practically identical 
with the 55 failures reported to R. G. 
Dun & Co. a year ago. 

Bradstreet’s reports 403 failures for 
the week in the United States, as com- 
pared with 405 in the previous week 
and 385, 424, 390, 378 for the correspond- 
ing weeks of 1928 to 1925. The New En- 
gland States had 52, Middle Atlantic 81, 
Western 78, Northwestern 31, Southern 99 
and Far Western 40. Canada had 43 de- 
faults for the week. In the United States 
about 81.6 per cent of the concerns failing 
had $5,000 capital or less and 13.1 per cent 
had from $5,000 to $20,000. 





i 
& 











HARDWARE AGE for MARCH 7, 1929 





Continued Trade Activity in Missouri River 
Crossings Territory 


KANSAS CiTy, March 5.—With fairly open weather, following 
two months of old-fashioned winter, the hardware trade of the 
West and Southwest is moving along at a lively rate. 
every seasonal line runs from satisfactory to brisk. February fig- 
ures on volume are in line with those for January which showed a 
pleasing, though not heavy, advance over the same month of last 
Spring items are looming up conspicuously in the current 
Demand for poultry supplies continues to register an 
increase, which means a large total of ready cash in the hands of 
Incubators and brooders are moving. 
Poultry netting is active, always a sure sign of spring. Most of the 
initial orders on screen wire have been taken by the wholesale 
Paints and oils are showing their usual activity at this 


year. 
movement. 


the farmer and his wife. 


houses. 
time of the year. 


(Kansas City office of HARDWARE AGE) 


Business in 





Steel goods are going out in response 
to a brisk demand. The abundance of 
snow on the ground throughout most 
of the winter insures plenty of mois- 
ture in the ground. Winter wheat pros- 
pects have never been better, although 
unfavorable weather, if it were to de- 
velop this month, could do incalculable 
damage. Certainly it has been a long 
time since there has been such a plen- 
titude of moisture. If there are no in- 
termittent freezes and thaws, this ter- 
ritory is likely to produce one more big 
crop whose value must be computed in 
terms of many millions. Because of 
this condition, dealers in every direc- 
tion are unusually optimistic. More- 
over, they show an increased interest 
in better merchandising methods. It is 
evident that the independent retail 
trade is determined to offer a stiffer 
variety of competition to the chains 
and mail-order institutions. More and 
more retailers are availing themselves 
of the financing plans offered, whereby 
they are enabled to participate in in- 
stallment sales. 


ALCOHOL.—Demand is beginning to 
slope off for the season, although be- 
cause of prolonged low temperatures it 
has been strong and steady throughout 
the winter. 


JOBBERS’ auoTA TIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


Denatured alcohol, 188 proof, for- 
mula 5, in 65-gal. *d . 
gal.; in lots of 
gal.; 10 to 19 drums, 57c. a, is Ban 
dl of 20 or more drw 

$6 charge for nmap wubdest 4 
eeedit on return. 


AXES.—tTrade is fair, though far from 
heavy. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
pr —— MISSOURI RIVER 
cross 

oy ually single-bitted unhan- 
died axes, to 4 Ib., $14.50 base; 
handled, $18. *8 to $20.50 base. 


BUILDERS’ HARDWARE.— Renewed 





interest is developing in this line. 


Prices firm. 


vine QUOTATIONS TO RE- 
AILERS, F.0.B. MISSOURI RIVER 
CROSS! INGS: 


Case lots of 2% x 2% steel butts, 
old copper and dull brass_ finish. 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4 x 4, $27 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.50 per doz.; steel bit- 
keyed front door sets, $18 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Dealers continue to specify a satis- 
factory representation of these items 
in their orders. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50- 
10-10-65 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 o ist; s small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off, 
from list as of April 1, 1927. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Volume continues good on fu- 
ture orders. Prices steady. 


vite QUOTATIONS TO RE- 

AILERS, F.O.B. MISSOURI RIVER 
GROSS! NGS: 

28 gage, 5 in. lap Jojat hig | 
trough, $4.75 per 100 ft.; - * 
in. conductor pipe, $5 hy 


MILD STEEL BARS.—Orders flow i 
to the wholesalers steadily. 


cihune QUOTATIONS TO RE- 
AILERS, F.O.B. MISSOURI RIVER 
GROSS! NGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and chamen, $3.66 per cwt.; mild steel 
bands, 3/16 and Ifehter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.: cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars $4.66 per cwt. 


NAILS.—Volume is fair, although the 


price situation is unsettled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, —_— MISSOURI RIVER 
CROSSINGS 





Common wire uate. .50 per keg, 
base (see new extras hae a 


OIL.—Interest is developing in this line 
as spring approaches. Prices none too 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in bbl. lots, 87c. per 
gal.; boiled linseed oil in bbl. lots. 

90c. per gal.; raw linseed oil in half 
bbl. lots, 92c. per gal.; turpentine in 
bbl. lots, 69c. per gal.; turpentine 
in half bbl. lots, 74c. per gal. 


RADIATOR SHIELDS. — Trade is 
slowing down. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


“ey ore shields, Gem, notizetaile. 


No. 1, $4; = we ee $4.50; 
No, 3, 8; $5; $5 60° No. 
6, $6; eb, $6: oy Se. ae No. 8. 
$7. ‘those’ prices are "Se per each 


and subject to dealers’ discount of 30 
er cent. These models with water 
umidifiers are $1 extra each, list. 


REGISTER SHIELDS.—With moder- 
ation in temperatures, these items are 
not moving so well. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, — MISSOURI RIVER 
CROSSINGS 

Register shields, Gem, No. floor 
type, a wg 10, floor type, $10: a 
2, wall $6, and No. 20, 
type, $5. 20” “Prices are net to Sees 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 


ROPE.—A brisk volume of retail or- 
ders is being sent in by the travelers. 
Prices firm. 
TIOBBERS: QUOTATIONS TO R 
AILERS, F.0.B. MISSOURI RIVER 
cRossI NGS: 
hest quality manila rope, stand- 
base; 


ard ge 22c. per Ib., No. 2 
manila, standard brands, 20c. per Ib., 


base; No. 1 sisal ro , highest qual- 
ity, standard brands, 19c. per Ib. 
No. 1 rope, a brands, 


sisa’ 
15%c. to 17c. per Ib., 


SANITARY PRODUCTS.—Business is 
quite satisfactory, since this line does 
not depend a great deal upon the sea- 
sons. No price changes. 


JOBBERS’ QUOTATIONS TO RE 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

“Presto”’ pipe opener, 16 oz. cans, 
2.15 r doz.; case lots (4), $2 per 

0z.; bowl cleaner, 22 oz. cans, $2 per 
doz.; case lots, 24), Ry "farnitere 
luster, No. 6, 6 oz. ttles, 
$2. 75 4 -_ case “lots (12), $2.60 per 
doz. ; esto,”’ $4.50 per doz.: 
case lots (is), $4.82 per doz.; tile and 

coe cleaner, $1.35 
0Z.; window 


ag 8 per Ea; ; case lots G3). 


cleaner, ts. 7 
3. per doz.; waterless clea 


; case lots (36), $2. 
, $3. " per doz.: 
a ), $3.60 per doz. 


SASH WEIGHTS.—Slightly more in- 


terest shown. Prices firm. 


a ag SYSTATIONS TO RE.- 
TAILERS B. MISSOURI RIVER 
CROSSINGS: 
alt one-ton lots or more, $1.90 
; less than ton lots, $2. A an owe. 


case lots 
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SCREWS.—Volume is somewhat bet- 
ter. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 474-20 
per cent off list; round head blued 
screws, 4244-15 per cent off list; flat 
head brass screws, 4244-15 per cent 
off list; round head brass screws, 
37%-15 per cent off list. 


SKATES.—Call for these items is vir- 
tually over. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TA Pat eon F.0.B. MISSOURI RIVER 
CROSSINGS: 

Ice cake, clamp, Union Hard- 
ware Co., Club; No. 1624, $0.84 per 
air; $1. 19; No. 524%, 

; No. 5124, $1.06; 
No. 562414, $1.44; No. 524%, $1.45; 
tubular aluminum, No. 80 hockey, 
2.96; No. 280 soo gg “nickel, $3.5 
hoe skates, T. A. Wood shoe a 
bined with No. 80 Union tubular, 
$5.00 per pair; for men or women. 


STORAGE BATTERIES.—tTrade is be- 
ginning to fall off because of somewhat 
milder weather conditions. Prices un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 











Automobile, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate, 
$12.85; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.35; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $8.05. 


TIRES.—More inquiries are developing, 
although actual movement is rather 


slow. Prices unsteady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Mansfield automobile, 
standard warranty, 30x3%, 
heavy duty cord, s.s., cl., $7. 
$12.10; 33 x 4, $12.70; 


covered by 
oversize, 


4, $11.40; 32 x 4, 
32 x 444, $15.95; 33 x 4%, $16.60; 33 x 
5, ‘$21. 76. Balloon, 29 x 4.40, regular, 


8.90; 30 x 5.25, $12.50; 
31x 5.25, $12.90; 3i x 6.00, 
x 6.00, $i8. Trucks, 32 x 4%, 8 
$20.55; 33 x 4%, $21.30; 30 x 5, $26.20; 
32 x 6, $32.40; 36 x 6, 10 ply, $46.60; 
34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 per 
cent trade discount.) 


TUBES.—Trade indicates an approach- 
ing betterment. Prices competitive. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 





heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x a tan, $13. 20 per 
half doz.; 32 x 4%, tan, $15 per half 
doz. ; 33 'x 414, tan, $15.60 per half 
doz. ; Balloon, 29 x 4.40, heavy duty, 

0x 5.25, $12.90 per 
x 6.00, $14. 70 per half 
doz.; 33 “x 6.00, $16. 60 per half doz. 
(All foregoing prices subject to 10 


Mansfield, 30 x 3%. 


per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 


vulcanized splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 


VENTILATORS.—Volume is beginning 
to slow down. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, a MISSOURI RIVER 
CROSSINGS 


(Ceattnental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1487, $7.30; No. 1445, $8.10. Prices 
are per doz., net. 

Continental, wood frame, No. V836, 
$3.60; No. V923, $4.05; No. V937, $4.50; 
No. V949, $6.10; No. V959, $6.75; No. 


V1537, $5.85; No. Prices 


are per doz., net 


1549, $7.80. 


Wurldbest, list prices, No. 2, $2.50 
each; No. 3, $3.00 each; No. 4, $3.50 
each; No. 5A, $4.00 each: No. 6A, 


$4.75 each; No. 6B, $5.00 each. These 
list prices are subject to dealer’s 
discount of 33% per cent 





Chicago Volume Is Normal—Prices Are 
Generally Steady 


(Chicago Office of HARDWARE AGE) 


CHICAGO, March 5.—Orders for current requirements at this mar- 


ket are of the usual size ‘and number. 


Future orders being booked 


for spring delivery denote a prevailing spirit of optimism among 
retailers and prospects for a healthy trade in spring merchandise 


appear good. 


Mild weather has caused general thaws in this territory, result- 


ing in a lessened demand for winter goods. 


Sales of snow and 


ice items, especially articles used for winter sports, have exceeded 
those of several previous seasons, as the snow has lain on the ground 
for nearly sixty days and temperatures have been low. 

Prices, as a rule, are steady, although some firmness is apparent 


in specific lines. 


Copper and brass articles still have an upward 


price tendency, and new rope lists to be issued by manufacturers 
March 1 for the March-April period are expected to show advances 


on manila rope. 
last season. 
higher. 


Lawn mower prices average a little lower than 
List prices on clipping and shearing machines are 
Rumors are heard of probable advances on garden hose, 


but nothing definite has been announced. 





R. G. Dun’s review of the Chicago 
trade says: “Although some groups re- 
port seasonal irregularities, the gen- 
eral average continues high. Retail 
trade in staple lines is excellent and the 
prolonged low temperatures have en- 
abled the department stores to clear 
their winter lines in excellent fashion.” 

Steel production in the Chicago dis- 
trict has again increased. The present 
average is 95 per cent of capacity. 
Steel prices are firmer. Higher prices 
are already effective on many shapes 
of finished steel. The industry in this 
area has all indications for a contin- 





uance of high production of a prosper- 
ous character. 

Collections average from fair to nor- 
mal, 


AUTOMOBILE ACCESS ORIES.— 
Winter accessories are still very active. 
Prices quoted show the recent minor 
decline on tires. Other items have been 
unchanged for some time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; am- 


= X, "45c. each; Vey Blue 
Ox line, 53c. each; A. C., 53c. each; 


lots of sa 60c.; A. C. Special Ford, 
36c. each 





Spot Lights.—Appleton, No. 3280, 
$6.50 each. 
Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 
$1.30 each, 
1% in. 


Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6. 50; Lib- 
erty 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service 29 x 4.50, $13.25; 32 x 6.50, 
27.60. Tubes.—30 x 3%, nes. 
1.30 oe = x 4.40 Mansfield, $1.5 
each; 30 3% Liberty, $1.05 Ba 
29 x rey "eanty, $1.29 each: 32 x 
—— $2.70 each. 

Anti. Wows Mixtures. — Eveready 
———, $3.80 gal. in cans. 

cerine.—“G. P. A.,” $1.80 gal., 

alco ol and glycerine solution, 90c. 


cylinder, 


BICYCLES.—Demand for this line has 
been slow in starting, due to the closed 
winter. With a moderation in existing 
temperatures a good business is ex- 
pected. Prices remain steady and un- 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Double Bar Motor-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 


BOLTS AND NUTS.—Normal activ- 
ity is reported. No _ recent price 
changes have been made. 


JOBBERS’ ea he RE.- 
TAILERS, F.O.B. CHICA 

Carriage bolts, cut eee: 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount: all stove 
bolts, "75-10 per cent discount; lag 
screws, 60 per cent discount. 

All discounts are quoted from “full 
case’”’ lists. 


BUILDERS’ HARDWARE.—Jobbers 


state that present prices on lock sets 
are below manufacturers’ cost of pro- 
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duction and on this account higher 
prices are very probable. 


JOBBERS’ ith ved TO RE- 
TAILERS, F.O.B. CHICA 

3% x 3% steel butts, <4 copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
= cylinder front door sets, $6 per 
set. 


CHAINS.—Calls for chains are numer- 
ous and large. Firm prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 

¥%-in. Proof coil chain, $8.75 ewt. 
base; Trade marked coil chains, 40-10 
per cent off list. 





COPPER RIVETS AND BURRS.— | 


Jobbers’ prices locally will remain at 
the same figures until present stocks 
are exhausted, notwithstanding the two 
recent advances announced by manufac- 
turers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Copper rivets and burrs, 30-10 per 
cent discount. 


EAVES TROUGH, PIPE, ETC.—It is 
a little early for the demand to register 
in earnest. Prices show no change from 


last season. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5-in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 1%4 in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERC HANDISE.— 
Manufacturers have advanced ‘brass 
sockets 5 per cent and No. 14 rubber 
covered wire 2% per cent. Local 
wholesalers have not, as yet, followed 
the advance. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise. — No. 1 
rubber covered wire, $6 per 44 f..; 
in less than 1000 ft. lots, $6.50; 18 
lamp cords, Se 25 per 1000 ft.; - “000 
-in. brush brass key 
socket, 13c. po lots of 25, 12%c. 
each; two-way plugs, 45c. each: in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 7%4c. each; dry cells, 
boxes of 55, 32%4c. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90: Sun- 
beam, $5; lots of six, $4.75; Percola- 
tor, Universal $169, $16.65. 

Radio Se ey ee B batteries, 
D 779 E, ue 40 each; case lots of 5. 
. 30; No. 770, $3 each; packages of 

2,80; No. 77 .. 2.06 each: packages 
or , $1.92; No. , $3.20 each; pack- 
ages of 5, 3297, No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes. —UX-201A, 97%c 
UX-199, $1.464%; UX- 27, $2.60: Ux. 
171A, $1.78%. 


FIELD FENCE.—Early sales are in 
good volume. No price changes since 
last season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
726-6-1214, $28.68 per 100 rods; 1948- 
6-1414, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 
FILES.—According to local jobbers 
power grinding and machine sharpen- 
ing has not lessened the file demand to 
any appreciable extent during the last 
few years. Prices are unchanged. 


JOBBERS’ Pe ilicaeo Nag RE- 
TAILERS, F.O.B. CHIC 





First grade, 50 per cent; medium 
grade, 60-10 per cent. 
GASOLINE BLOW TORCHES.—A 
lively demand is reported at firm 
prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Quart size, brass tank, gasoline 


blow torches, professional quality, 
$5.40; for home use, $3.00. 


GLASS AND PUTTY.—tThe call is nor- 
mal for the season. If any price change 
be made, it is likely to be upward in 
character. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount: 
putty, pure grade, $4.25 per 100 Ib.: 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—Activity is con- 
fined to future orders. Galvanized bot- 
tom types have declined in price since 
last season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Adjustable, galvanized bottom 
catchers for 14 to 16-in. mowers, 
$8.25 per dozen in full packages. 
Adjustable, galvanized bottom, catch- 
ers for 18 to 21 in., mowers, $9.00 per 
dozen in full packages. Adjustable, 
plain canvas bottom, catches for 12 
to 16 in. mowers, $5.90 per dozen: 
adjustable, plain canvas’ bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


HAMMERS AND HATCHETS.—The 


staple $1 and $1.50 values are selling 
freely. The general line is rather 
quiet. Prices steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
uality hatchets, No. 2 broad, $16.40 
0z.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL AND 
HICKORY.—Hickory handles are espe- 
cially active. Prices are substantially 
the same as last year. : 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handles, Agricultural.— Hay fork 
handles, straight, os and bored, 
X 4 ft., $2.40 per doz.; 4%4 ft., $2.70 
per doz.; XX 4 ft., $3. 90 per ps 
4% ft., $4.20 per doz.; Ash fork 
handles, bent, chucked and bored, X 
4 ft., $2.90 per doz.; 4% ft., $3.20 
per doz.; Ash hay fork handles, bent, 
with strap, ferrule = cap, X 4 ft., 
$4.90 per doz.; , $5.25 per doz.; 
XX 4 ft., $6. 15 ae doz.; 4% ft., 
$7.10 per doz.;: Bent manure fork 
handles, plain, K 4 ft., $3.05 per doz.: 
4% ft., $3.40 per doz.; XX 4 ft., $4.65 
per doz.; 4% ft., $5 per doz.; Bent 
manure fork napmes, Bes | strap, 
ferrule and aoe, X 4% $5.25 per 
os XX 4 $6.65 per ier: 4% 

$7.10 pA ‘doz.; Garden hoe han- 
ales, X 4% ft., $2. 60 per doz.: XX 

4% ft., $3.70 per doz.; Rake han- 
dies, X 5% ft., $3.55 per doz.; XX 
51% ft., $5.65 per doz.; Shovel handles, 
regular pattern, X 4% ft., $4.25 per 
doz.; XX 4% ft., $5.95 per doz.; D 
Shovel handles, X, $5.25 per doz.: 
XXX, $8 per doz.; Wood D, Spade 
$4.90 per doz.; D Shovel 
handles, X. L. D. L, top, $4.45 per 
doz.: Sturd-E top, $4.50. 

Handles, Hickory.—No. 1 hickory 
ax handles, $4 per doz.; No. 2, $3 per 
doz.; finest selection second Fad thee 
white hickory handles, $6.50 doz.: 
special white second growth FE 
$5 doz.; No. 1 hatchet and hammer- 
handles, 90c. doz.: second growth 
hickory hatchet and hammer han- 
dles, $1.75. 








ICE CREAM FREEZERS.—Future or- 
der business is quite lively. Local 
wholesalers’ 1929 prices are here quoted 
for the first time. 


JOBBERS’ oy Sbd Re pp TO RE- 
TAILERS, F.O.B. CHICAGO: 
bike Mountain.—1 qt., $4.85; 2 


+» $10. 3. 4 
$18.00; 12 -, $21.55; 15 qt., $25.60; 
20 qt., $33.20; 25 qt., $42.60. Each 
list price. Dealers’ discount on 
White Mountain Freezers is 50 per 
cent from list. 

ae a tT Meg’ 2 qt., $4.60; 
3 $5.55; $6.80; 6 qt., $8.60: 
x He $11.10. * och list price. Deal- 
ers’ discount on Artic freezers is 50 
per cent from list. 

Alaska-Grey Goose.—1 qt., $3.60; 2 
qt., $4.20; 3 qt., $5.00; 4 qt., $6. 15; 
6 qt., $7.80; 8 qt., $10.10; 10 qt., $13.50. 
Each list price. Dealers’ discount on 
Alaska-Grey Goose freezers is 388% 
per cent from list. 

Auto Vacuum.—1 at., $3.50; 2 at., 
$4.00; 3 qt., $5.00; 4 qt., $6.00. Each 
list price. ‘Dealers’ discount on Auto 
Vacuum freezers, is 383% per cent 
from list. 

Acme.—2 qt., bright galvanized, 
$8.00 per a net; 2 qt. blue en- 
ameled, $10.00 per dozen net; 4 at., 
blue SE, $18.00 per dozen net. 


LAWN MOWERS.—Future orders are 
arriving. Prices are considerably 
lower than last season. 


JOBBERS’ aust Ate. TO RE- 
TAILERS, F.O.B. CHICA 

16-in. ball bearing, 5 ra 11-in. 
wheels, $12.00 each; 16-in, ball bear- 
ing, 4 knife, 10% in., wheels, $9.25 
each; 16-in. ball bearing, 4 knife, 
10 in. wheels, $7.00 each; 16-in. ball 
bearing, 4 knife, 8-in. wheels, $6.75 
each; 16-in. plain bearing, 3 knife, 
8-in. wheels, $5.25 each. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Weather cold enough for 
butchering has created a good demand. 
Prices show no change. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0O.B. CHICAGO: 
Enterprise No. 25, $8.00 each: No. 

$8.65 each; No. 35, $9.50 each. 


NAILS, WIRE AND STAPLES.—Mar- 
ket remains very steady. Carload in- 
quiries are quite frequent and current 
sales much better. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 

er 100 1lb.; polished fence staples, 

3.55 per 100 Ib. 


PAINTS AND OILS.—Normal activ- 
ity is reported. Prices have remained 
unchanged since Nov. 26. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oll, Boiled.—Barrel lots. 
90c, per gal.; ’5 barrel lots, 82c. per 

al. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. \ 

Turpentine.—Drum lots, 73c. per 
gal., net. 

White Lead.—100 lb. lots, $13.25; 50 
Ib. lots, $6. 75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (41% Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
54c. per Ib.; in 100-lb. lots, 6%c. 
per Ib. 

mi said Paste.—Barrel lots, 7%4c. per 
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PYREX WARE.—The demand for glass ape. pet ees BL “a ~~ per | SOLDER AND BABBITT.—Market is 
baking ware is growing each year with = ny so Bien 4 ee en ee | steady and unchanged. Sales volume 





dealers who really merchandise it. SAWS, CROSS-CUT AND WOooD.— only moderate. 
Prices are steady. P 1 JOBBERS’ QUOTATIONS TO RE- 
; Demand is excellent. The 5% ft. cham- TAILERS, F.O.B. CHICAGO: 
TAGne Faw cuicaao.. RE- pion tooth seems to be the most popu- Warr: unted 50 -50 solder, $35 per 100 
Bread Pans.—No. 212, $7.20 doz.; lar type of cross-cut with the trade at ee ee solder, Ryo i 
a ge ay present. Prices remain steady. 100 Ib.; high speed babbitt metal, $20 
No. 622, $12 doz.; No. 623, $14 doz.; JOBBERS’ QUOTATIONS TO RE- coe a Ib.; standard No. 4 babbitt 
Oval, Shailow Oval Gos.; NO. (633, $14 TAILERS, F.0.B. CHICAGO: metal, $12 per 100 Ib. 
0Z.; allow Ova ° 0Z.; ft. narrow Champion tooth, $1.55 ~ 3 ee . 
No, 643, $14 doz, my PF 5% ft. wide Champion ‘tooth. STEEL SHEETS.—Objections continue 
ne S05. 4 aoa $2.10’each; 5% ft. wide Lance tooth from dealers and jobbers to the manu- 
sof ah ota cup, $21 doz.; 4 cup, Se ee M% wh ae cent cash —— 
*s ; H Single braced frame common tooth olan. e market remains unchange 
agp tility Pans.—No. 281, $8 doz.; No. blade, $8.25 doz.; double braced frame or ieee anki ~ er 
Gi ft'se No. § 3 common tooth blade, $10.40 doz.; ai OMSnG Facer quit 
Gift. Sets.—No. 515, $3.43 per set. counts | beneee frame, tuttle tooth JOBBERS’ QUOTATIONS To RE- 
blade, $11.40 doz. TAILERS, F.O.B. CHICAG 
palates SRATES.—Orders = —_ SAWS, HAND.—Sales on the new light 24 gage galvanized oe ets, $4.65 
ers’ spring requirements are being re- goon! ’ ee te per 100 1b.; 24 gage black sheets, 
g req t being ’ ; . 
weight saws are increasing, though the | $3.80 per 100 Ib. 


ceived in good volume. Steady prices 
prevail. 
JOBBERS’ QUOTATIONS TO RE- 


demand is normally good on all types. | WRENCHES.—A normal demand is re- 
Prices have remained at the same fig-| ported. Prices have remained un- 








TAILERS, F.O.B. CHICAGO: ures for some time. changed for some time. 
te ne i naga pore ‘‘ $1.40; JOBBERS’ QUOTATIONS TO RE 
nion ardware, girls’, $1.50. TEN 7 ILTRY 3 - 
Chicago Roller Skates No. 101, SCRE! uN WIRE AND POULTRY TAILERS, F.O.B. CHICAGO: 

$1.30; No. 103, $1.40; No. 105, $1.40; NETTING. — Shipments to dealers Wrenches.—Agricultural wrenches. 
188, $2.75. $2.68; “No. 188, $2.76: No. have been early and heavy. The pre- 10-10 off venginase wren hes. "50-10 

’ a . . . . - - ‘4 e s jrencnes, ovU- 
. vious occasional price cutting has large- off new list; knife handled, 40-10 off. 
ROPE.—Weather considered, sales are ly disappeared. Snap-on wrenches, No. 50 radio and 
very satisfactory. Manila fiber prices JOBBERS’ QUOTATIONS TO RE- Service set. siz7s: No. 302 a 
justify higher costs on rope after March bee ern fone pacar acs duty, set, $8. 0; 8 303 Ford Master 
* . 12-mesh, painted screen cloth, 95 Service set, 75; No. 202 heavy 
1, but sisal appears unchanged. per 100 sq. ft.; 14-mesh, galvanized socket set, $8. No. 505B screw 
JOBBERS’ agi re TO RE.- screen cloth, $2.65 per 100 sq. ft.: driver set, $3. No. 900 square 
TAILERS, F.O.B. CHICAGO: galvanized before poultry netting, socket _ set, $3: 75; all Snap-on 
Best manila, standard brands, base, 50-10-5 per cent discount. | wrenches less 33144 per cent discount. 


Business in New England Better—Retail 
Demand Shows Improvement 


(Boston Office of HARDWARE AGE) 

Boston, March 5.—According to jobbers business in New En- 
gland is quite a little better than it was a fortnight back. It is said 
the recent annual convention of retail dealers did a lot to start the 
business ball rolling again. It gave the retail trade an opportunity 
to see and purchase new merchandise. But the most important 
business booster has been an increase in public buying of merchan- 
dise carried by the retail trade. It has been necessary, because of 
this buying, for the retailer to replenish stocks. It has given the 


need this spring some time ago. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. BOSTON 

Brushes.—Paint, wall, 3% te. $4 to 
$14.50 per doz. net; whitew: aeh, 7 in.. 
$4.58 to $21; calcimine, 7 in., $9.50 to 
$59; paper hanger, 10 in., $2.50 to 
$16; flat varnish, 2 in., $1.20 to $6; 
oval varnish, $11 to $20.50. 


| 
| CLOCKS.—Although by no means ac- 
| 
| 





tive, there is a steady flow of all kinds 
and makes of clocks out of jobbers’ 
| stocks. Alarm clocks are the best sell- 


average retailer more courage to anticipate his requirements for | ers. 

spring and summer. TARRERES, QUOTATIONS, TO RE: 
Some retailers have gone even further into the future by placing soglocks.—Westelox line, Big, Ben. 

their orders for stove pipe wanted next fall. Current retail needs Ben De Luxe, ‘$2.64; luminous, $3.52: 

involve a wide variety of regular standard lines, including nails, EE cag Ag pt le — 97 rg 

paints, brushes, wire cloth, poultry supplies, fencing and garden Soto, ‘Bue Bird fummous, S176. 

tools. Springlike weather has arrived and the house owner is ee oats tone, tte edesan tle 


: : ; ; If 2 3 s e desig as- 
getting into the open for various kinds of work. The home, the If 2 dos. clocks of ae Soe S98 


garage, shed, poultry house, garden and shrubs all need attention. 334 per cont is allowed. ine 
The retail hardware dealers’ sales should increase each week from lots of (50, 0c, each clock: ‘Trusty, 


silver alarm, j5c.; New Haven, 


now on. It is no wonder, then, that everybody in the hardware Tel Tale square, $1.35; Boston, $2.75; 
. . . . . competitive, Cc. om om, n cas 
trade is feeling more optimistic. lots of 24, $2.10 each clock. F 


COCOA MATS.—From now on public 
buying of cocoa mats should increase, 





BARROWS.—Jobbers have made addi- wood wheel, $5.75 each net; No. 4, and the retail dealer should replenish 
° steel wheel, $5.50; No. 5, wood wheel, ‘ ane ° P 
tional sales of garden barrows for de- $6.25; No. 5, steel wheel, $6. stocks in anticipation of needs. Prices 
livery late in March. Sales so far this | BRUSHES.—In quite a number of in-| have not changed in a long time. 
year, however, are somewhat behind! stances retailers have covered their JOBBERS’ QUOTATIONS TO RE- 
those of 1928. : : TAILERS, F.0.B. BOSTON 
paint brush requirements during the Mats.—Cocoa door, No. i. 14 x 25 
JOBBERS’ QUOTATIONS TO RE- in., 70c. each net; No. 2, 16 x 27 in., 
TAILERS, F.0.B. BOSTON past few days. Most of the trade) ghz ."No.°3. 18 x 30 in., $1.12. Steei 
Barrows.—Garden, standard, No. 4, bought what they thought they will wire mats,’ $1.4 
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CROQUET SETS. — Jobbers have 
rounded up some croquet set business, 
but retail buying to date has been back- 
ward. Stocks in retail hands are said 
to be small. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Croquet Sets.—Standard Sacaedi 5% 
in. mallet, 4 ball, No. 0, $2.50 per set; 
No. H, $2.80; 8 pall, No. B, $3.40; 6 
in. mallet, 8 ball, No. N, $4.25; 8 in. 
— 4 ball, No. AA\, $4.50; No. 
AA, $6. 


FILES.—File sales are normal. Re- 
tailets generally are keeping their 
stock well balanced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 

Files. —Nicholson line 50 per cent 
discount; other makes 60 and 10 per 
cent. 


GARDEN SETS.—Many retailers have 
covered their garden set requirements. 
Those who have not should do so within 
the immediate future, because people 
will be working in their gardens before 
the close of this month and will require 
sets. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Garden Sets. — No. 3FSX, steel 
shovel, hoe and rake, $15.40 per doz. 
sets, net; No. HF, steel hoe, spade, 
rake and fork, $9; other sets range 
in price from 10c. per set to 50c. 

GRASS SEED.—Window displays of 
grass seed have brought results, accord- 
ing to some of the Boston retail trade. 
The big public buying movement has 
not started, however, consequently re- 
tailers who have not bought their 1929 
seed should do so immediately. 

JOBBERS’ > gto sf TO RE.- 
TAILERS, F.O.B. BOST 

Grass Seed.—Bowling * anal in 100 
lb. bags, 20c. per Ib. net; in 10 ib. 
et) 2lc.; in one lb. packages, 
5e. Woodlawn shady, 
bags, 23c. per Ib.; in 10 Ib. 
24c.; in one Ib. packages, 28c. Green 
meadow, in 100 Ib. bags, 33c. per Ib.; 


in 10 Ib. packages, 34c.; in one Ib. 
packages, 38c. Kenly Park, in 100 
lb. bags, 12c. 


LAWN ACCESSORIES.—Now that re- 
tail dealers have completed stock tak- 
ing and know where they stand the 
market for lawn accessories shows more 
life. Business is a long way from brisk, 
nevertheless. A few sizable lawn 
mower and rubber hose orders were 
taken by Boston jobbers the past week, 
but orders generally are small, al- 
though well assorted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Hose.—Rubber, garden, Commer- 
gial, Red 4 one per ft., net; Leader, 
5.3 a ‘Vigilant, 
. oi Olympia, + 8%4c.; 
Good lo, % in., 
10%c.; ack in, 


Lawn ‘Mowers. Roller bearings, 16 
in., $18. each, net; 18 in., $19.50; 
20 in., $0. 76; roller bearers, 16 in.. 
$16.75; 18 in., $17.50; 20 in., $18.75. 
Automatic s — 11-5, 16 in., 

1 Styl 


oa 
n in. 
ee ~ ao 1¢ tn ee 20; 1 

A, 


BR. ‘ub, “< ¥ 
steel, hand ma ie, $10. W 

on rake with 24 teeth, 24 grade, $6.60 
per doz. net. 


LAMPS.—Certain manufacturers have 
made a reduction in quotations on 50 





and 60 watt electric light bulbs, and 
jobbers have dropped their list price 
from 22c. to 20c. each. 


MASON’S TOOLS.—With higher tem- 
peratures much outside work has 
started, and retailers in numerous in- 
stances have made some good sales of 
masons’ tools. The retailers, in turn, 
have replenished their stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Masons’ Tools. — Bags, 18- -in., $24 
per doz. net; 20-in., $27; 22-in., $30; 
24-in., $33; Hawks, 13x 13x ee er °° 
20 per doz.; darbies, 3% x 
/32-in., $22; "flats, 5 x 12-in., siz. 
POULTRY SUPPLIES.—The market 
for poultry supplies is much more ac- 
tive than it was during February. Job- 
bers report a good out of stock move- 
ment of brooders, incubators, netting, 
fountains, etc. So far this season they 
have done about the same volume of 
business they did in 1928. 
JOBBERS’ eon: TO RE.- 
TAILERS, F.0.B. BOSTON 
incubators No. 40, $1.75 sie net; 
style E, No. 14, $11.50; No. 16, $19.25: 


No. 17, $25.73; No. 1, $16.25; No. 2, 
ar ae 3, "$40. 43; ‘No. 4, $47: No. 

Brooders. — Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20: 


No. 81, 500 chicken capacity, $15.05; 
7 101, 500 chicken capacity, $18.50; 
° 


102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 0 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92° 200 chicken capacity, $17.33; No. 
300 chicken capacity, $20. 65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
per cent discount; galvanized before 
weaving, 50 and 10 per cent discount. 
Direct mill a, galvanized af- 
ter weaving, 50 and 10 per cent dis- 
count; galvanized before weaving, 50, 
10 and 10 per cent discount. 


SWEEPERS.—tThat retailers are sell- 
ing carpet sweepers is attested by their 
ordering in of stock from jobbers. Cur- 
rent jobbing sales are said to be quite 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


. 
&. 


Sweepers.—Carpet, Grasé, Rapids, 
ball bearing, sapanned $44 per doz. 
net; nickeled m Stand dard, ja- 


anned, 36 ; A. aR , japanned, 
Bee: nicke ed, $46; American Queen, 
54; Parlor Queen, $56. 

oy Sweepers.— Per dozen, Little 
Helper, $2; Littie Gem, $3.75; Little 
Jewel, $10; B Junior, $16. 


TEA KETTLES.—Following the re- 
ceipt of new manufacturers’ lists, job- 
bers have advanced tea kettles approx- 
imately 10 per cent. The advance in 
prices is the first noted in a long time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
big oe ns No. 37, $19.15 
No. $20.80; No. 39, 
Rai.60; 50; he “Gis, $24. 30: No. 639, $26.25; 
0. 18, special, $15. 66. Copper King. 
$18; Copper Queen, $19.20. 


WASH BOILERS.—The cost of wash 
boilers also has been advanced about 10 
per cent by jobbers to conform with 
new lists issued by manufacturers. Last 
December tin wash boilers were ad- 
vanced 5 to 10 per cent. 


JOBBERS’ QUOTATIONS TO RE.- 
F.0.B. BOSTON 
Wash _ Boilers.—Copper, No. 148, 
$46.80 per doz. peti 0. 149, $50.40; 
compere, $41.7 No. 9, $44.10, 
rg No. $25 ,* doz. net; No. 
$26.59; No. 81XX, $36. 65; No. 
31x, *$ 





WIRE CLOTH.—The market for wire 
cloth is again active. The supposition 
among jobbers is that people have be- 
gun to repair screens and that retailers 
have found cloth supplies inadequate. 


JOBBERS’ + Ab TO RE- 
TAILERS, F.0.B. BOST 
Screen Wire Cloth theo stock, 
in rolls of 100 lineal ft., black, 12- 
mesh, $2 net; 14-mesh, $2. 50; 16-mesh, 
$2.85.. From factory, 12- mesh, $1. = 
net; 14-mesh, $2.25; 16-mesh, $2.5 
Opal, and the like, from stock, te: 
net; 14-mesh, $2.85; 
.25. From factory, 12- 
ee $2.10; 14-mesh, $2.55; 16-mesh, 


Wire Cloth.—From stock, galvan- 
ized, standard grade, widths 24-in. 
to 48-in., inclusive, in rolls of 100 
lineal ft., 


prices net per unit: 





Sean e 


* Widths under 24-in., 25c. extra. 

Widths over 48-in., 50c. extra. 

In 50 ft. rolls, 10c, extra. 

Wire Cloth.—From_ stock, pearl, 
standard grades, widths, 24-in to 
48-in., in rolls of 100 lineal ft., reg- 
ular grade, 12 x 13, $4.25; 14-mesh, 
$4.75; 16-mesh, $5.25. Widths nar- 
rower than 24-in., 10c. extra; widths 
wider than 48-in., 50c. extra. 





Revenue Freight Loadings Rise 
2573 Cars in Week 


Revenue freight loadings for the week 
ended on Feb. 16 totaied 958,051 cars, or 
an increase of 2573 cars compared with 
the preceding week, the car service divi- 
sion of the American Railway Association 
announced on Feb. 26. Decreases were 
reported during the week in the total load- 
ing of grain and grain products, live stock, 
coal, coke and merchandise less than car- 
load lots freight. All other commodities, 
however, reported increases. 

The total for the week of Feb. 16 was 
an increase of 69,465 cars over the cor- 
responding week in 1928 and an increase 
of 3257 cars over the corresponding week 
in 1927. 





Bank Clearings Show Gain of 
28.3 Per Cent Over Last Year 


Bank clearings for the week of Feb. 22 
at all leading cities in the United States, 
according to Dun’s Review, amount to 
$11,508,274,000, exceeding those of a year 
ago by 28.3 per cent. At New York City, 
clearings of $8,040,000,000 are larger than 
those of last year by 36.5 per cent, while 
the total for leading centers outside of 
New York of $3,468,274,000 is 12.7 per 
cent in excess of last year’s. The week, 
both this year and last year, includes only 
five business days. It is to be noted that 
the returns for a number of cities outside 
of New York again show considerable 
irregularity, as they did prior to the spurt 
of activity that developed toward the close 
of last year. Of the 22 outside centers, 
there are 16 now reporting an increase, 
among them Philadelphia, Baltimore, 
Pittsburgh, Buffalo, Chicago, Detroit, 
Cleveland, Cincinnati, Minneapolis, St. 
Louis, Atlanta, Louisville, New Orleans, 
Dallas, and certain of the Pacific Coast 
points. 
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Cleveland Jobbers Report Fair Business— 
Few Price Changes Noted— 
Collections Are Good 


CLEVELAND, March 5.—Business is fair with jobbing houses and 
a leading Cleveland jobber reports January and February sales 10 
per cent in excess of the corresponding months last year. 
ers complain that business is dull, but they have been going through 
what is usually one of the dullest periods of the year. 
of spring merchandise are showing a little more life. 
are in good demand. Jobbers are selling a lot of fishing tackle, but 
other sporting goods lines are quiet. 


(Cleveland office of HARDWARE AGE) 


Retail- 


Some lines 
Steel goods 


While competition is very keen, prices are being pretty well main- 


tained and price changes are not numerous. 
vanced 14 cent per pound. A leading manufacturer of gas ranges 
has made a 5 per cent advance in the list on some numbers. 
and cartridges have been marked down 10 per cent. 
Prices on many steel mill products 
have been advanced for the second quarter and these higher prices 
may be reflected in a firmer tone on some hardware products. 


been a reduction on radio tubes. 


lections are fair. 


AUTOMOBILE TIRES AND TUBES. | 


—The demand for tires and tubes 
rather light, not having been stimulated 
by the recent slight price revision. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Tires and Tubes.—Mansfield tires. 
30 x 3% Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; — double 
service, 29 x 4.50, $13. 32 x 6.50, 
$27.50. Tubes.—30 x 3%) Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each 


AXES.—There is not much call for axes 
at present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND 

First grade single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
doz.; double bittel, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increased for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand for radio 
batteries continues quite good. 


JOBBERS’ ra cee TO RE- 
be te wa F.0O.B. CLEVELAND: 


& C Radio Batteries: 
Unit Broken 
Packages Lots 
YS Sar $1.14 $1.22 
SS Saree 1.30 1.40 
SSS Fae a 1.92 2.06 
No. 485.. 2.33 2.53 
OR > ee ee ee 2.80 3.00 
Bs ns ep esiew nes 2.97 3.20 
Dry Cell A batteries, No. 7111, 
35%%c. in standard packages; 40c. in 
broken lots; Columbia igniter dry 


cell batteries, 32%c. in standard pack- 
ages; 36c. in broken lots. 


BOLTS AND NUTS.—While the de- 
mand is fair, it is not as heavy as a few 
weeks ago. Present prices will prob- 


ably be continued throughout the second 
quarter. 


is | 


| 


| 
| 
| 





White lead has ad- 


Shells | 
There has also 


Col- 


QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 
Machine and carriage bolts. cut 
hot pressed and cold punched 
less than case 


JOBBERS’ 


thread, 
nuts and lag screws, 
lots, 60 per cent of list; bolts with 
rolled thread, *% in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size. 
Stove bolts, 75 and 10 per cent off 


list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 

BUILDERS’ HARDWARE.—Jobbers 


report a fair volume of business for 
spring shipment. The building outlook 
is promising. 
JOBBERS’ quot AONS Rik RE- 
TAILERS, F.O.B. CLEV 
In case lots, lock sets, 
heavy strap hinges, 6 in., 
doz. ; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in., 16%c. per 
pair; 3% in., 18c. per pair: 4 in., 23c. 
per pair; for less than case lots all 
sizes are 2c. per pair higher. Butts 
with sand blasted finish are 4c. per 
pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS.—There is a very good 
seasonal demand for this at present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Cell-O-Glass in 100 ft. 
per sq. ft.: glass cloth 
rolis, 24c. per sq. yd. 
CHAINS.—Log and coil chains are 
moving well. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Coil chain, 3-16 in., $11.85 Py, 100 
Ib.; %4 in., $10. 75 per 100 Ps 6 in 
$9.25 per 100 Ib.; % in 85 7 Pg 100 
Ib. Cow ties, No. 14, $2. 75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


CORRUGATED ROOFING. — Spring 
buying has not developed and sales 
are light. 


. per ine. : 
$1.55 per 





12c. 
yd. 


rolls, 
in 100 





JOBBERS'’ evota viens . RE- 
TAILERS, F.O.B. CLEVELAN 

28 gage corrugated cauines 4 in. 
wide, $3.97 for 1% in., and $3.92 for 
2% in., for 10 squares or more. 


FERTILIZERS.—Jobbers have taken a 
large volume of business for early 
spring shipment and sales are still 
holding up well. 


JOBBERS’ QuoT A TIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Old Gardner fertilizer, S00 lb. bag, 
$5; 50 Ib. bag, $3; 25 lb. bag, $1. 75; 
10 Ib. bag, 85c.: 5 Ib. bag, 50c. ; 1 Ib. 
can, 25¢c. Above prices sebbint to 
33% per cent discount. 


| GLASS BAKING WARE.—The de- 


mand for this is unusually good for this 
season of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 
Casseroles.—Round or oval, 1 qt. 


$1; 1% at., $1.17; 2 qt., $1.33; square 

$1.17; casseroles’ with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60¢c.; 
in., ‘1c 


Bread Pans.—No. 212, 60c.; No. 214, 


aautility , Dishes. —No. 231, 67c.: No. 
“Teapots. —2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


LANTERNS.—These are quiet, as the 
seasonal buying is about over. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor, hot blast lanterns, $8. 50 per 
doz. ; Blizzard, $13. 25 per doz. ; D-Lite, 
$13.25 per doz. ; large fount, D- Lite, 
$14.50 per doz. ; "Little Wizard, $9 per 
doz.; same with red or green gold, 
$11 per doz. 


LAMPS.—Effective March 1 prices on 
50 and 60 watt inside frosted lamps 
were reduced and these now retail at 
20c. each, or the same price as lamps 
of smaller capacity. 


LAWN HOSE.—Reailers who did not 
buy some time ago are still holding off, 
consequently orders are light. 


JOBBERS’ a Wh bbe Pi RE- 

TAILERS, F.O.B. CLEVE ND: 

2-braid molded Peel er go % 

6%c. per foot; % in., 7\4c. per ft.; 

% in., 8%c. per ft.; coupled hose is 
we. pr ft. higher. 


LAWN ROLLERS.—Few have been 
sold as yet for spring. 


JOBBERS’ ab tte ale RE- 
TAILERS, F.O cL 

No. 4 lawn paieen is 7 b4 -. “iain 
$10 each; No. 5. 18 x 24 in., 
$12.75 each; No. 
with ball bearings, 


in., 


bearings, 
with ball bearings. 
7, ee 2s Kk, 
$14.50 each. 
NAILS AND WIRE.—Wire is more ac- 
tive than recently and is in better de- 
mand than nails. There is considerable 


| activity in grape wire and barbed fence 


is moving well. Some of the manufac- 
turers have reaffirmed present prices on 
wire products for the second quarter. 
JOBBERS’ ots oer abe RE- 
— F.0O.B. CLEVELAND: 
Nails.—Factory B penta car lots. 


$2.75 per keg; less than car lots for 
factory and stock shipment, $2.95 per 
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Here's a 100 foot doorway 
without center posts | 


Hartman Fruit & Produce Co., St. Louis, wanted an indoor loading platform 
which could accommodate as many as 12 motor trucks at a time. They wanted * 
an opening to the street 100 ft. wide, without posts or other obstruction to 
hinder the movements of trucks. 
They put it up to their architect, Laurence O. Schoop, who designed the 
splendid modern building they now occupy. Mr. Schoop called in a Richards- 
Wilcox engineer. So far as the architect knew, this was the widest opening in 
the world calling for doors without any posts. 
R-W engineers designed equipment for the doorway—ten wood doors with 
steel frames save weight without sacrificing rigidity, making it easy for one 

















man to open or close them. A cleverly devised arrangement of R-W track 
makes it possible to open five doors to each side, occupying less than 4 ft. of 
space when opened. 

An opening large enough for one truck can be made at any point in the 
entire 100 ft. span without throwing the whole doorway open. The doors thove 
smoothly and easily, but stay where they are put. 
They cannot be moved by the wind, and have not 
given the slightest trouble. 

The tenant enjoys the convenience of loading 
trucks indoors, protected from inclement weather, 
and of having a wide doorway for trucks, free from 
posts or other obstructions. 

Perhaps you have doors which give trouble, or 
an opening where scientifically designed, smoothly 
operating doors would be an asset? Don’t say, “It 
can’t be done!” Call in a Richard-Wilcox engineer. 


ichards-Wilcox Mfs. (0. 


A Hanger for any Door that Slides 


New You - --~» AURORA, ILLINOIS, U.S.A... - - cricoro 

Boston Philsdeiphie Cleveland Cincinnati indisnapetio St. Louis New Orleans Des Moines 

Minnespolie Kanses City s Angeles Sen Francisco Omaha Seattle Dewoit 
Moatres! RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. Winnipeg 
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keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.40 

r 100 Ib.; No. 9 annealed wire 
2.95 per 100 lb.; polished fence 
staples, $3.40 PF; 100 Ib. ; galvanized 
fence staples, 4 ~ Sd 100 Ib. ; coated 
nails, $2.85 per keg. 

Barbed A ag» A 4-point cat- 
tle wire, $3.17 per 80-rod poor: hog 
wire, $3.43 per 80-rod spool. 


OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Gasoline cook stoves 
are in good demand. Steel stoves are 
rather slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Perfection oil stoves, white porce- 
lain wire built-in ovens, 
with 5 Superfex burners, 
279, $120; stoves, No. 74, 4 burner, 
$29.50; No. 73, $23.75; No. 72, $18. 


Ib. Quantity discounts, 500 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 

Reamiting lacquers, $1.20 to $1.65 
per at. 


POULTRY NETTING AND WIRE 
CLOTH.—Poultry netting is in very 
good demand at present. Many retail- 
ers did not buy as early as usual, but 
are now placing orders. Prices are 
holding rather firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND 

Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 
and 10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh 
black, $1.95; 14 mesh, galvanized, 
$2.60; 14 mesh bronze, $6.10; 16 mesh 
bronze, $6.50. 


bearing, Nos. 4 and 5, $1.42 per 
No. a. ice per pair; No. 3 
75c. r pair. 

“Chicago roller skates, No. 181, $2.65 


r.; No. 183, 275 r pre No. 
Ps5, 2.75 per pr.; No. 101, $1.32 per 
pr.; Nos. 103 and 105, $1.37 per pr. 


ROPE.—The demand is about normal 


for this time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Best grade manila rope at 20 . 
per lb, for factory shipment ahd 
per lb. for stock shipment; sisal rope 
l16c. per Ib. for factory shipment and 
16%c. for shipment from stock. 


STOVE BOARDS.—These are rather 


quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Wood lined crystal stove boards, 











Puritan oil ranges, white porcelain 
with built-in ovens, No. 249, $122; 
stoves, No. 44, 4 burner, $29.50; No. 
43, 3 burner, 3.25; No, 42, $18. 
Puritan pressure gas white porcelain 
range with built-in ovens, No. 759, 
$128; stoves, No. 714, 4 burner, $38; 
No. 713, $33; No. 703, 3 burner, $26.50. 

Ovens, Perfection, No. 211, 1 
burner, plain door, $2.50; No. 211G, 
glass door, $2.75; No. 122G, 2 burner, 
No. 42 oyinges door, $6.20. 

2 burner, glass drop door, 

$5.50; a % 42, 2 
door, $5.25. 


PAINTERS’ SUPPLIES.—White lead 
has been advanced c. per lb. Turpen- 
tine has again declined. Retailers are 
placing a fair amount of business for 
spring shipment. 


JOBBERS’ QUOTATIONS TO _ 
TAILERS, F.O.B. CLEVELAND 


January. 


medium, 


burner, steel drop per roll. 


on radio tubes. 


380, $3.50; 


Mixed paints, first quality, 52. 60 
per gal. for colors and $2.75 to $2.80 35 per cent. 
for white. 
Turpentine, in barrels, 69c. per gal. ; 
less than bbl, 85c. per gal. 
Linseed oil, in bbls., 89 4c. por gal. i i 
less than bbi., $10 4% per ga spring shipment. 


White lead in 100-Ib. oe "$13%c. 
per Ib.; in 60 and 25-Ib. kegs, 13%c. 
per Ib.; in 12%-lb. kegs, 144%c. per 


TAILERS, 





PREPARED ROOFING.—This 
tinues to move well. 
stabilized at the reductions made in 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Popular grades, light, 80c. per roll; 
1.05 per roll; 
per roll; slate surface roofing, $1.7 


RADIO EQUIPMENT.—Price reduc- 
tions of 25c. to $1 each have been made 


JOBBERS’ ayors Dens ali RE- 
TAILERS, F.O.B. 
Tubes, CX No. 112A, cones : ox No. 
326, $2; CX No. 
CX No. 
Dealers’ discount from these prices, 


CLEVE 
327, $3; CX 


ROLLER SKATES.—Jobbers are tak- 
ing considerable business for early 


JOBBERS’ QUOTATIONS TO _— 
F.0O.B. CLEVELAND 


Union Hardware Co. skates, 


24 in. sq., $11.65 per doz.; 26 in. sq., 
$13.80 per doz.; 28 in. sq., $16.10 per 
doz.: 30 in. sq., $18.75 > doz. ; 36 ts 
sq., $26.10 per doz; 18 x 30 in., $ 
per doz.; 20 x ge in., $15. 70 per Ms 
24 x 36 in., $17.40 per doz.; 30 x 38 
in., $22.30 per doz. ; paper lined, 18 in. 
sq., $5. 75 per doz.: 2 A" ae 3 per 
doz.:; 30 in. sq., $10 . x 
in., $6. 70 per doz.; 20 x in $9. i$ 
per doz.; 30 x 36 in., sis's6 per doz. 


STOVE PIPE AND ELBOWS.—These 
are still in considerable demand for 
fall shipment. 


JOBBERS’ QUOTATIONS TO RE- 
Lhe sg vb B. CLEVELAND: 
e stove pipe per crate 
a 25 "shea 3.28 for facto: ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment; 
6 in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


SYRUP CANS.—Retailers in the syrup 
belt are buying rather freely. 


JOBBERS’ QUOTATIONS TO RE- 
epee F.0O.B. CLEVELAND: 
gal. square syrup cans, $12 to 
$12. # per 100. 


con- 
Prices seem well 


heavy, o1.28 


No. 
371A, $2.50. 





‘pall 





Mail Order Branch Store Improves Springfield Trade 


SPRINGFIELD, Ou10.—*Two mail order retail stores 
have been opened in our city this year. We think they 
are a help to business. As to competition, we meet it 
on the sai1e basis, but our trade insists on better quality 
merchandise and better service. 

“Facts are, much of the merchandise they put out we 
could not get by with. As an example, we know of one 
party that purchased from one of these stores a tourist 
ice chest and it leaked. He made three exchanges and, 
to his disgust, found they all leaked. To get service he 
brought last one to our shop to be properly soldered and 
paid us a fair price for our work. Yet he appeared 
satisfied. Had we sold this chest we would have had to 
fix it at our own expense. 

“There seems to be some form of psychology appli- 
cable to chain and mail order stores we cannot fathom, 
so as to apply to our business. However, we are en- 
deavoring to learn just what this is. 

“Yes, they sell much cheap merchandise such as we 
dare not stock, and believe for a year or so they will get 
the floating trade that is ever ready to try out the new. 
This, of course, has some effect on all the merchants. 

“Some of our citizens have cherished the idea that 
our merchants have been holding them up. However, 
this would not be possible. Fact, we can meet mail order 
competition and in some cases demonstrated our regular 
prices were below theirs, has reacted in our favor. 


“I am satisfied mail order stores are a valuable asset 
to our city. Personally, I would like to have my busi- 
ness right in their midst, if such were possible. They do 
extend the trading radius of our city and many people 
are drawn to our city that otherwise would never come. 
The nice part is, they cannot sell to all the people all of 
the time. As a result we get some extra trade and are 
sure our hardware friends get more, so as a whole we 
are holding our own. 

“I believe any noticeable loss of trade will occur in 
the smaller centers within a radius of 25 to 40 miles. 
The attractiveness of getting into a car and taking the 
family to another city to buy merchandise, particularly 
wearables, has a wonderful hold on the people in this 
automobile age. Many of our citizens buy out of town 
and some gloat over it. Mail order stores tend to 
equalize this loss. We feel it is balanced in our favor 
now. 

“Mail order stores in a city are an assurance that re- 
tail prices in general are fair, making for a better, safer 
trading center. The progressive stores all wake up, 
brighten up surroundings and general store arrange- 
ments, which improves the city in general. 

“My conclusion is that mail order and chain stores 
are proof of a good city in which to trade and live.” 

(Signed) Cuas. F. Hauck, 
Chas. F. Hauck & €o. 


Reading matter continued on page 92 
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Order SIMMONDS Cross-Cut 


Saws from Your Jobber 
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M® Hardware Dealer—Are you 

missing an opportunity for more 
profit and larger volume saw sales be- 
cause you are not yet selling SIMONDS 
CRESCENT-GROUND CROSS-CUT 
SAWS; the highest-grade and fastest 
selling saws in the World? 





Think about it and then tell your jobber 
its SIMONDS your customers want. 


Your regular jobber can fill your order. 


Simonds Saw and Steel Co. 
Establishéd 1832 


Hardware Dept. Fitchburg, Mass. 





SIMONDS 


The World’s Best Selling Saws 
besieineinlineeneeememmeeeenesl 
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Road and Weather Conditions Retard 
Northwest Trade—Prices Steady 


(Minneapolis Office of HARDWARE AGB) 


MINNEAPOLIS, MINN., March 5.—While road and weather condi- 
tions have almost held the Northwest tributary to the Twin Cities 
paralyzed during the past few weeks, it is felt that the worst of the 
siege is past, and people can resume a more nearly normal program 


of activities. 


From practically every part of the Ninth Federal 


Reserve District have come reports of business curtailment, because 
of the sheer inability of customers to reach stores to buy. 

Prices are very steady at present, there being no changes to re- 
port this week. — schedules of prices will be available shortly. 


AXES.—Sales are steady, with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz., net. 


BOLTS.—Demand is not very great in 
a retail way at present, and stocks are 
ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Carriage and machine bolts, 60 per 
cent, stove bolts, 75 per cent, and lag 
screws, 60 per cent from standard 
lists. 

BRADS.—Call for brads is nominal, 
with prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads in 25-lb. box at 75 per 
cent from lists. 

BUILDING PAPER.—Sales are still 
light, with prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 cwt., net. 

CHAIN.—Demand in some lines is fair- 
ly good, with stocks being filled for the 
spring trade. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Log chain, 4% x 14, $14.35 cwt., % 

x 14, $11.15; “% x 14, $10.50; proof coil 
chain, % in., $12.60; 3% in., $9.40; % 


in., $8.75; 5 in., $9.65 cwt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—While retail demand 
has not yet started, dealers are placing 
their orders. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trought, 5 in., slip joint, sin- 
ble bead, galvanized in crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $5.10; 4 inm., $7.15 
per 100 ft.; conductor elbows, 3 in., 
$1.73, and 4 in., $2.88 per doz., net. 


FIELD FENCE.—Dealers are prepar- 
ing for the spring business in this line. 
Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Field fence, 9 ga., top and bottom 
11 ga. intermediate, 26 in. high, $39. 69 


per 100 rods, net, with other heights 
in proportion. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from 
lists. 
GALVANIZED WARE.—Demand for 
some items continues good. Dealers 
are filling in their stocks ready for 
spring trade. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5. 50; stand- 
ard galvanized tubs, No. i, $7; No. 
2, $7.90; No. 3, $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 3, $15.25 Png net. 
GLASS AND PUTTY.—Call for this 
line is rather light at present, with 
stocks kept accordingly. Prices have 


| not changed. 





FILES.—Stocks are being rounded out | 


for the spring trade. Prices have not 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50 
lb. steel drums, $4.85 cwt., net. 


NAILS.—Deliveries are still light, with 
stocks ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg. base. 


OIL STOVES AND HEATERS.—De- 
mand for oil heaters is anticipated 
with the opening of spring trade. 
Stocks are being ordered for later de- 
livery. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500, Nesco oil stoves, $72 each; 
No. 213, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 3344 and 5 
per cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339, 5 Superfiex burners, $140; No. 
279, $120; Stoves, No. 74, 4 burners, 
$29.50; No. 73, $23.25; No. 72, $18. 
Puritan oil ranges, white porcelain, 
with built-in ovens, No. 249, = 
stoves, No. 44, 4 burners, $29. 50; No. 
43, 3 burners, $23.50; No. 42, $18. 
Puritan pressure-gas (gasoline) white 
porcelain range with built-in ovens, 
No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 713, $33; No. 703, 3 burn- 
ers, $26. 50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 

42G, 2 burners, glass drop door, 
$5.50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain, Pyrex globe, $16.50; 

vo. 1 black japan, Pyrex globe, 


$9.7 75; No. 1530, black japanned, 








nickel trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, per cent, on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Demand con- 
tinues good in this line,- with stocks 
well filled. Prices have not changed. 


JOBBERS'’ ya gph ope TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie pentose, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2; No. 26 tea pots, $2.33; 
No. 953 percolator tops, 7c. each net. 


REGISTERS.—While there has been 
little change in call for registers, a good 
delivery is expected with the opening of 
spring work. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Cast iron registers, 20 per cent 
and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales show a fair volume, 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10, floor type, $10; No. 
2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 

Radiator shields, Gem, pajuatas: 
No. 1, » $8: No. l-a, $4.50; No. 50; 


6, $6; "No. 6- b, $6; , $6.50; No. 8, 
$7. ‘These prices "ae list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ROPE.—Call for rope is steady, with 
prices unchanged. 


JOBBERS’ wires TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
1%c. Ib., base. 


SANDPAPER.—Sales are showing a 
slight increase, with stocks well filled. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SASH WEIGHTS.—Deliveries continue 
light at present, with prices firm. 


JOBBERS’ ae TALn se TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron sash weights, regular 
sizes, $2.10 cwt., net. 


SCREWS.—Call is steady, with some 
increase apparent since the first of the 
year. Prices have not changed. 


JOBBERS’ QuoTATIOTS TO RE- 
TAILERS, F.O.B. CITIES: 

Flat head bright Bey screws, 50-5 
per cent; flat head japanned, 37% 
per cent; round head blued, 45 per 
cent; round head, nickel plated, 25 
per cent; flat head, brass, 40 per cent, 
and round head, brass, 35 per cent 
from standard lists. 
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This Great New Six-Cylinder 
1% Ton Truck— $545 








Illustration shows Screw-Side body mounted 
on Chevrolet 1% ton chassis with cab 


32% more Power 


7 inches more 
Wheelbase 


Economy equal to 
its 4-Cylinder 
Predecessor 
Greater Speed 
50% more Capacity 
4 Speeds Forward 


4-Wheel Brakes 


(Chassis only) f.0.b. factory 


lage Flint, Michigan 








ROOUG 


Ar a price of $545, the new six-cylinder 1)2 Ton Chev- 
rolet Truck makes available a dollar-for-dollar value that 
has never been duplicated in the commercial car industry! 


Its new six-cylinder valve-in-head motor provides a power 
increase of 32%. It accelerates faster in every gear. It 
operates smoothly and quietly. And its fuel-economy and 
cost of maintenance are fully as low as those of its famous 
4-cylinder predecessor! 


Combined with this increased power and finer perform- 
ance are a wheelbase of 131 inches and a rugged 189-inch 
frame — providing a carrying capacity of 1/4 tons, with 
load space up tog feet. Throughout the entire chassis are 
found basic improvements that contribute to its outstand- 
ing performance, economy and safety: perfected four- 
speed transmission . . . ball bearirfg steering mechanism 

. powerful, quiet 4-wheel brakes, with independent 
emergency brake . . . and a completely equipped instru- 
ment panel! 


Investigate this remarkable truck—extremely depend- 
able and economical, it is ideally fitted for your business! 


114 Ton Chassis, $545 114 Ton Chassis (with cab), $650 Light Delivery Chassis, $400 
Sedan Delivery, $595. All prices f. 0. b. factory, Flint, Michigan 


CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN 
Division of General Motors Corporation 
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SKATES.—Demand is shading off, with 
the end of the outdoor skating season 
approaching. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Ice skates, No. 1624, men’s, 84c.; 
No. 524%, . 92%, $3.31; No. 
94, $3.13; No. .; ladies’ skates, 
624%, $1.24; 294%, $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 
num finish, $6.75; nickel finish, $7.75 
pair, net. 


SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—Snow moving tools con- 
tinue their popularity in this section of 
the country. Stocks are kept in good 
condition and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Snow shovels, steel bladés, straight 
handle, $4.15; steel blade,.D handle, 
$4.65; galvanized, steel blade, D 
handle, 15% x 17; $10; same 16 x 21, 
$10.65, and Koehler’s 7-in. blade side- 
walk scrapers, $3.96 doz., net. 


STOVE ACCESSORIES.—tThe call for 
this line is declining, with stocks 
graded down accordingly. Prices show 
no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 
in. elbows, 1.27; adjustable “hawoonl 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle dampers, 6 in., 25; 
coil handle, $1.15 doz., net. 
Crrmalions stove boards, 28 x 28, 
16; 30 $18.60; and 36 x 36, 


’ ov, 


$25.95 dcs., net. 





Stove shovels, japanned, 14% in., 
50c.; Jumbo, japanned, 214% in., $1.35; 
Jumbo, Jr., japanned, Tic. doz., net. 


STEEL SHEETS.—Demand is light, 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.); 
Armco galvanized iron (24 ga.), $6.65 
cwt., net. 


TIN.—Present call is light, and prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, tin, 20 x 28, 
8 Ib. coating, IC, $15. box, net. 


WEATHER STRIP.—Demand still is 
good, with stocks being graded down 
for the end of the season. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Weather strip, wood and felt, 
2.10; % in., $3; 1 in., $4.20; 
Wirt's’ full reels, $3.50; Bosley full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS.—Demand 
is steady and strong, with stocks well 
filled. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal frame; No. 833, 
; No. 837, $4.75; No. $45, $5.20: 
$5.50; No. 1145, $6. 30: No. 
1437, $7. 50: No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50: No. V949, $6.10; No. V959, 





$6.7 No. V1537, $5.85; No. 1549, 
$7.8 Prices are per dozen, net. 
2 E, metal frame, No. 01, 
~ 40; ~~? 02, ‘4. 80; No. 03, $5.60; No. 
$8. 0; No. 2, $5.60; No. 3, $6.40; 
No. $7.60; ag 5, $8.40. Prices are 
per dozen, ne 
No. $3. 60: No. 1B, $4.40. 
Wurlabest list prices, No. 2, 
each; No. 2 each; No. 4, 
each: No. 5A, $4 each; No. 6A, 
each; No. 6B, $5 each. These list 
prices are subject to a dealer's dis- 
count of 33% per cent. 
WIRE.—Call is nominal at present, and 
prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 


9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 ewt. 


WRENCHES.—Demand is fair, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ yy nap et TO RE- 
TAILERS, F.O TWIN CITIES: 
Agricultural pote 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
er cent from list. Bemis al 
ong — nuts, 10 in., $1.70; 12 in., 
a 15 in., $2.75 each, net. 
ctrleal Wrenches. —- Radio and 
elect cal sets in metal cases, $2.75; 
aster Service Set, $13.75: 


404, Flexible Socket Set, 
Crankcase Drain Plug Sockets, $3.20: 
90, Square Socket S $3.70; No. 

M7 Giant Snap-on ae pans heavy 
duty ratchet, $27.35 list, less 33% per 
cent ogy 

Crescent, 6 in., $5.65; : in., $6.96; 
and 10 in., $8.64 doz., net 





New York Trade Begins Buying Spring 
Merchandise—Collections Fair 


NEW YorK, March 5.—Dealers served by New York jobbers are 
beginning to show considerable interest in various spring merchan- 


dise. 


Prices for this group of goods have been revised slightly for 


the 1929 season as will be seen in the prices quoted elsewhere in this 
report. Futures on spring goods averaged slightly bélow normal 
records until about ten: days ago when interest seemed to grow very 


quickly. 


Sudden changes in the weather eliminated practically all snow 
and ice in this territory, and local distributors and retailers are in 
doubt if there will be any more business in snow goods, ice skates, 


sleds and kindred lines. 


Prices generally are firm and collections average fair. 





BATTERIES.—Firm prices and a nor- 
mal demand are reported by local job- 
— Stocks ample. 


ERS’ QUOTATIONS TO RE- 
TA LERS, F.0.B. NEW YORK: 
Dry gis. No. 6; ‘ignition type, 
82%%c.; 7111, same type, 35%c. 
each. 
Hercules, No.6; ignition type, 23c. 
5 in lots of 50. 

B batteries, No. 771, 42c. each: in 
units of 5, 39¢c..each; No. 764 and 768. 
#. 22 each: in units of 5, $1.14 each: 

763, $1.05; in units of 65, $0.97 
Saobe No. 772 (vertical type), $2.06 
each; s= units of 5, $1.92 each; heavy 
duty, vi ertical type. No. 770, $3 each: 
2 units of 6 80 each. paresis. 

fe $3. 20° each; units of 5, $2.9 
New = ht 3 Pn =. $3.22 each: » 4 

eac 





BOLTS AND NUTS. — Unchanged 
prices and no increase in the activity 
of this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 

Stove bolts, 80 per off list. 

Machine bolts, % by 6 and smaller. 
50.and 10 off list; larger to 1 by 30, 
Aad cent off list; 1144 to 1%, 30 off 


Coach screws, 55 off 
lots, 60 per cent off list. 
50 per cent off list. 


list. Case 
Step bolts, 


CLOCKS.—Ample stocks are being used 


to meet the fair demand. No price 


changes. 
Reading matter continued on page 96 





JOBBERS’ QUOTATIONS Ad me: 
TAILERS, F.O.B. NEW YOR 

Alarm clocks, Big Ben, faar same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 


nous, 4 
ue Bird luminous dial, $1.76: 
Blue Bird, $1.22; Sleepmeter, $1.40: 
Sleepmeter, luminous dial, $2.10; 
American, $1.05. 
Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 


FLASHLIGHTS.—Increased activity is 
noticed in this line. Prices firm and 
stocks ample. 


JOBBERS’ QUOTATIONS 7. RE.- 

TAILERS, F.0O.B. NEW YOR 
Flashlights, No. 2602, _68c. ; 

84c.; No. 2631, : ; 


ae. 2630, 


No. 26 siti: 
$1.43; No. 6993, $2.63: No. 
Prices are each and net. 
Flashlight assortments, No. a. 
$6.06; No. 16, $6.06; No. 04, $4.08 wee 
FLASHLIGHT UNIT CELLS.—A good 
demand is reported on the replacement 
business. No price change is expected 
and jobbers are filling orders from 
ample stocks. 


JOBBERS’ POTATIONS TO RE- 
TAILERS, F.O.B. NEW RK: 


Eveready Puan ‘ht oA came No. 


2645, $3.57. 


703, 19%4c.; 06, 18c.; No. 710, 
68c.; No. 734 d0c.: és No, 750, 13c.; oo 
761, 1 6%c.: No. 


iF % os ‘No 935. 
SAC. ; 0. 409, iain. No. 705, 19%4c.; 
No. 790, 13¢,;" No. 791, 13c.: No. 700. 
18c. Prices are each and net. 
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NOW-— your profit lies in 
SCREEN HARDWARE 







No. 79 Screen and Storm Sash Hanger 


Easy to hang and holds securely—wind can- 
not unfasten this type when once installed. 








E 


; é 
No.78 Screen and Storm Sash Hanger 
The sections on screen or sash slide over 
hooks on casing and lock automatically— 
prevent rattling. 








ren - 
H 
tH 


No. 80 Screen and Storm Sash Hanger 


These hangers will hold screen or sash firmly 
in position and prevent rattling. 





Each year, at this time, there is spirited buying 
in this line—a ready sale for Screens and Screen 
Hardware to combat the summer-long scourge 
of the fly. Cash in on this heightened demand 
by devoting your display to Screen Hardware. 


Natienal 


merchandise is exceptional in quality and right 
mechanically, with many special features to 
interest buyers. The simplicity of installation is 
easy to demonstrate. Their snug fit and trim 
appearance distinguish them too. In units, or 





in complete sets. 


If you are not already familiar with the advantages 
of being a National dealer—write us for details. 


National Manufacturing Company 
Sterling, Illinois 








No.91 No. 92 


SCREEN AND STORM DOOR SETS 
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NAILS.—An advance of $0.10 a keg is 
reported by local jobbers. Moderate 
sale reported. Corrected prices are 
shown. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8B. NEW YOR 
Common wire nails, oe 4d, 
$4.35 per keg; 6d, $4 per keg; 8d. 
$3.95 per keg; 16d, $3.85 per keg; 


20d, $3.75 per keg; common wire 
nalis.. a 4d, $6.85 per keg; 
6d, er keg; 8d, $6.45 per keg, 
and he 6.35 per keg. 


Wire box nails, smooth, 4d, $4.55 
per keg; 6d, $4.20 per keg, and 8d, 
$4.05 per keg. Wire finishing nails, 
bright, 4d, $5.05 per keg; 6d, $4.45 
er keg; 8d, $4.20 per keg, and 10d. 
$4. 10 per keg. Wire finishing nails, 
galvanized, 4d, $7.55 per keg; 6d. $6.95 
per keg; $d, $6.70 per keg, and 10d, 
$6.60 per keg. 


ROLLER SKATES.—Fair sale is re- 
ported. Demand expected to show in- 
crease as fair weather begins. Stocks 
are satisfactory. Prices are as shown. 
JOBBERS’ QUOTATIONS + a RE.- 
TAILERS, F.0.B. NEW YOR 
Roller skates, Union line, - 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 


clamps and web heel, 78c. per pair: 
same for boys, with self-contained 





ball bearing wheels, $1.42 per pair: | 
for giris, $1.62 per pair. | 

Roller skates accessories: Keys, | 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles. 3c 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers. 
60c. per 100; adjustment binding bolt. 
65c. per 100; adjustment binding bolt 


nut, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair. 

Chicago line, No. 181, $2.65: No 
183, $2.75: No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 


pair. 


SASH CORD.—No change in prices or 
in demand is reported. Stocks are 


ample. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Sampson Spot, No. 8. 
65c. to 67%c.; Aetna No. 8, 29%c. to 
33%4c.; Phoenix, No. 8, 40c. to 4lc.: 
Sachem, No. 8, 38c. 

No. 7 is le. higher, and 
3e. higher on all brands. 


SCREWS.—The recent advance of 5 
per cent was effective only on brass 
screws. Demand is constant, but not 
heavy. Stocks are adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Wood screws, flat head, bright iron. 
47%-10-10; round head blue, 42%-10- 
10; round head, iron, nickel plated. 


27%-10-10; flat head, galvanized. 20- 
10-10; 


No. 6 is 


10-10; flat head, brass, 37%4- 
round head, brass, 32%4-10-10. These 
discounts apply to new standard 


screw lists 
Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-7% per cent discount. 


SPRING GOODS.—Spring merchandise 
is now being ordered in good quantities, 
according to local jobbers. There are 
few large price changes, but for the 
most part last year’s prices continue. 
While there is not a heavy demand, 
many good sized orders are being re- 
ceived. Jobbers have full stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Garden Hoes 


Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle. 





63 1-6e. each. 


Meadow hoes, forged steel blade. 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade. 
polished and bronzed, solid shank, 
44% ft. handle (ash), 7 in. blade, 
$1%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x in. bronze 
finish, 4% ft. handle, 814%c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98%4c. each. 
Scuffle type hoes, 8lc. to 92c. each. 


Garden Hose 


% in.—in 25 ft. lengths, 9% to 13c.: 
in 50 ft. lengths, 9 to 12%c. 


Grass Hooks 


No. 22—Tempered steel blade 
Bronzed on top side, 18c. each. 

No. 12—English pattern. High 
grade steel blade, natural finish, 
polished back and edges, 58c. each. 

No. 35—Tempered steel blade 
Rubbed back and green enamel fin- 
ish, with black enamel handle, 35c. 

No. 33—Offset pattern. Forged 
from bar tool stock. Riveted hard- 
Aas handle and _ polished blade. 
< c. 

No. 43—Offset pattern with green 
painted blade, 33%c. each. 

No. 7—Offset pattern. High grade 
steel blade, with polished face and 
forged steel shank attached to blade 
with two bolts. Corrugated handle. 
44c. each 


Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft 
bent handle, $1.39 each. 


Hay forks are packed 12 in a 
bundle 
Five per cent off all prices on 


spring goods in bundle lots 


Hedge Shears 


Une serrated edge and one knife 
edge. Forged steel handles with 
grips. Tempered steel blades, 6% 
in., $1.83 each; 7% in., $2.00; 8 in., 
$2.17; 9 in., $2.33; 10 in., $2.67. 

Ash handles with riveted tangs, 
fastened with bolt, 6% in., plain. 
90c.; 7 in., notched, $1.30; 8 in 


notched, $1.40; 9 in., notched, $1.50 


Manure Forks 
Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.8915 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.57% 
each. Same with 5-12% in. tines, 
$1.89, each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines. 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, ft. ash handle. 


9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 


Mortar hoes are packed 12 in a 
bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.02% each. Same, with bent 
head, polished and a finish. 4 
angular black tines, 96%c. each. 

These are packed 12 in zr bundle. 


Rollers 


Welded steel drums, green painted 
with red ndles. Plain bearing 
rollers, 14 in. diameter, 24 in. length, 
$8.55 each; in. diameter, 24 in. 
eas. $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. le $14.60 each: 
24 in. diameter, 32 in. length, $16.50 


each. 

Steel Rakes 
black finish. 
6c. each: with 14 
each: with 16 teeth. 


ash 


Light weight, 
handle, 12 teeth, 4 
teeth, 50%c. 
54%%c. each. 





| 
| 
| 








Medium bronze finish, straight 
teeth, 5 ft. ash handle, 12 teeth. 
Tic. each; 14 teeth, polished, 83%c. 
each; 16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle. 


16 teeth, $1.10 each; with 14 teeth. 
$1.01% each. 
Rakes packed 6 in a bundle. 
Cultivators 
Floral cultivator, adjustable 3 


forged steel prongs, malleable iron 
socket, enamel finish, 4 ft. ash han- 
dies, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%c. each. 

Packed 6 in a bundle. 


TIRES AND TUBES.—Jobbers do not 
expect any change in prices within the 
next few weeks. A fair demand exists 
and stocks are in good condition. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 
Tires and Tubes.—Mansfield tires. 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40: 
tubes, 30 x 3%, $1.40; balloon tire 
rg yaad 29 x 4.40, $1.65: 32 x 


6.20, 





Manhattan and Bronx Dealers 
Hear Maj. Geo. H. McLelland 


About twenty-five members of the 
Hardware & Supply Dealers Assn. of 
Manhattan and Bronx Boroughs met in 
the Cecil Restaurant, 2512 Broadway, New 
York City, on the evening of Feb. 19, 
for the regular February meeting of the 
organization. 

After a tasty supper, the meeting was 
called to order and the routine business 
transacted. Maj. George H. McLelland 


| was introduced as the speaker of the eve- 


ning. He gave the members some very 
practical advice regarding the legality of 
corporations and investments and offered 
constructive suggestions about insurance 
for partnerships. 


—_—— 


New York Convention Work 
Told to Brooklyn Dealers 


A complete report of the recent New 
York State Retail Hardware Association 
convention was given to the members of 
the Brooklyn Hardware Association at 
the Feb. 14 meeting by past W. R. H. A. 
president R. J. Atkinson. This meeting, 
held in the Johnston Building, Brooklyn, 
N. Y., was very well attended. 

Robert L. Hammond, secretary of the 
Metropolitan Hardware Association, and 
H. A. Cornell also reported on the work 
of the New York State convention. Al 
Cornell did his usual fine job with the 
Question Box discussion. 

Another speaker at this meeting was 
George Brennan of the association’s coun- 
sel, Brennan, Flamman & Simpson. Mr. 
Brennan gave valuable suggestions re- 
garding members’ legal problems. 

The nominating committee reported that 
the present officers be elected to serve the 
association throughout 1929. The elec- 
tion will be held at the next meeting. 
President Edward F. Daily presided dur- 
ing the evening. 
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IME NOW... 


to think about 
ordering— 


CARBORUNDUM 


REG. U.S. PAT. OFF 


57 FILES and 


ALOXITE 
SCYTHE 
STONES 






THE 
CARBORUNDUM 
COMPANY 
Niagara Falls, N. Y. 
CANADIAN CARBORUNDUM CO., LTD. 
Niagara Falls, Ont. 


Sales Offices and Warehouses in 


New York Detroit 
Chicago Cincinnati 
Boston Pittsburgh 
Philadelphia Milwaukee 
Cleveland Grand Rapids 


The Carborundum Co., Ltd., Manchester, Eng. 






THE NEW 57 FILE PACKAGE- 
A dozen files and special display card 


The Carborundum Company 


Carborundum is the Registered Trade 
Mark of 
and is ite exclusive property 








ereene 
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Hot off th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 
have been copied, the rest will be.” 


“Some of them 









The judge had pronounced sentence of 
execution, “You may be granted any one 
wish before you die,” he said. 

“All right; Oi want to larn Chinese,” 
replied the Irish prisoner. 

“But that takes a lifetime!” complained 
the judge. 

“Oi know that,” was the calm reply. 





Two little urchins stood with their noses 
pressed against a barber shop window, 
watching the white-coated attendants per- 
form their mysterious rites. 

“Gee, Mickey, look at that one!” said 
one, pointing to a barber, wielding a singe- 
ing taper. “He’s lookin’ for ’em with a 
light !” 





He—‘“Could I have just one kiss?” 
She—“I don’t cater to the retail trade.” 





A man rushed down the aisle of a Pull- 
man shouting: “Whiskey! Whiskey, 
quick! A woman has fainted.” 

A dozen flasks were tendered him. Seiz- 
ing one, he took a deep draught and sighed 
with relief : 

“Thanks, so much! Seeing a woman 
faint always makes me sick!” 





Mary has a little lamp, 
’Tis frosted, white as snow, 

And when she turns the current on, 
That lamp is sure to glow. 


She also has a little fan 
Which makes the breezes blow 
In summer, when the days are hot, 
And no cool place to go. 


She has a little kitchen range— 
This -is electric, too. 

She-bakes all kinds of nice sweet things 
And makes. delicious. stew. 


Up in -her boudoir, always neat, 
When. evening brings the chill 

She has a little heater there, 
Which she turns on at will. 


Our ‘Mary is always up to date 
As all wise people are, 

And when she goes to town to shop 
She rides a trolley car. 








A little girl was put in an upper berth 
of a Pullman sleeping car for the first 
time. She kept crying till her mother told 
her not to be afraid, because God would 
watch over her. “Mother, you there?” 
she cried. “Yes.” “Father, you there?” 
“Yes.” <A fellow passenger lost all pa- 
tience at this point and shouted: “We're 
all here. Your father and mother and 
brothers and sisters and aunts and uncles 
and cousins. All here; now go to sleep.” 
There was a pause; then, very softly, 
“Mamma!” “Well?” “Was that God?” 





“My mother will be surprised when she 
gets my letter. ‘August,’ she used to Say, 
‘you are so stupid that you will never get 
a job,’ and in the last month I have had 
six !” 












TT 
ZX 








“Are you a clock watcher?” asked the 
employer of the candidate for a job. 

“No. I don’t like inside work,” replied 
the applicant, without heat, “I’m a whistle 
listener.” 


“I suppose you will want me to give up 
my job, Henry, when we are married?” 

“How much do you earn at it?” 

“Sixty a week.” 

“That isn’t a job. That’s a career. I 
wouldn’t want to interfere with your ca- 
reer, girlie.” 





A porch light may be very dim, yet have 





an enormous scandal power. Watt? 


Salesman: “Ladies and gentlemen! I 
have here the famous flexible comb that 
will stand any kind of treatment. You 
can bend it double—you can hit it with a 
hammer,—you can twist it,—you can——” 

Interested Listener: “Say, mister, can 
you comb your hair with it?” 





A certain English literary celebrity came 
to the United States on a lecturing tour. 
Unfortunately he was no sailor and during 
the voyage he suffered acutely from sea- 
sickness. 

On arrival at New York he was met 
by a member of the staff of the “Atlantic 
Monthly,” who asked him to contribute to 
that distinguished journal during his stay 
in America. 

“No, thank you,” replied the other, 
gravely, “I have already contributed to 
the Atlantic daily.” 





This particular Scot stepped into a tele- 
graph office and picked up one of the 
blanks. He looked at the clerk behind 
the counter. 

“How much,” he asked, “is a telegraph 
to Chicago?” 

“A wire to Chicago,” responded the 
clerk promptly, “will cost you five cents 
a word for ten words. There will be no 
charge for the signature.” 

The Scot looked musingly at the clerk. 

“There will be no charge for the sig- 
nature?” he repeated, after a pause. 

“That’s right,” said the clerk. 

The Scot rubbed his forehead with the 
pencil, 

“Well,” he finally stated, “suppose you 
just send my signature.” 

The clerk grinned. 

“All right,” he cried, “I’ll do that for 
you. What’s your name?” 

Another pause on the part of the Scott. 

“Well,” he finally murmured. “I may 
not look it, but I’m an Indian. And my 
name is I-Won’t-Be-Home-Till-Friday !” 





“I say,” inquired the Englishman of a 
street car motorman, “do the trams in this 
country operate with block systems?” 

“Sure,” the motorman answered. “The 
greatest in the world. Don’t you see I’m 
blocked by the automobiles and trucks for 
blocks ahead?” 


Reading matter continued on page 103 
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The illustration above shows the Hercules No. 1923 Screen Side Canopy Top 
Express Body for mounting behind Chevrolet Cab on Utility 142 Ton Truck. 


APPEARANCE 


Hercules Better Business Bodies are better built 
... from better raw materials . . . and they actu- 
ally show these fundamental superiorities in an 
obviously better appearance. And this better 
appearance has a tangible prestige-building value 
to the firm that regards its delivery units as 
advertisements as well as trucks. 


This superiority in design and appearance is one 
of the reasons why more Hercules Better Bus- 
iness Bodies are purchased in a year than any 
other one make in all the world. And because 
Hercules bodies are volume produced at a low 
per unit cost, they come to you at an amaz 
ingly low price! 


There is a Hercules distributor in your locality 
who will gladly show a body to fit your haul- 
age needs—from the 1929 64-page color catalog 
of over fifty body styles. 


Specify a Hercules-body on your next ‘truck 


HERCULES PRODUCTS, Inc. 


EVANSVILLE, IND., U.S. A. 





TheW orld’s Largest Builder of BETTER BUSINESS BODIES—Distributors Everywhere 
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The Merchandising Event of the Year! 


2nd Annual 
National Gillette Blade Week 


February 15 to March 31, 1929 


[N the Spring of 1928 the first annual Gillette Blade Week was 
inaugurated. Retailers throughout the country gave full support to 
this first annual display week, with the result that they sold more 
Gillette Blades than ever before in their history during a similar period. 
More Gillette Displays were installed in Retailers’ stores than ever 
before in our history. 

The 2nd Annual National Gillette Blade Week surpasses the attrac- 
tiveness of the previous event and should result in being your out- 
standing merchandising drive of 1929. 











3 Deals for the 2nd Annual National Gillette Blade Week! 











Deal No. 1 


Purchase 20 cartons of Gil- 
lette Blades from your 
Jobber for shipment direct 
from the Gillette factory 
to you (all carrying charges 
prepaid). Install a full 
Gillette Window Display 
any full week between 
Feb. 15 and March 31, 1929, 
and we will give you a 
carton of Gillette Blades. 
(List $10.00.) 


Deal No. 2 


Purchase 10 cartons of Gil- 
lette Blades from your 
Jobber for shipment direct 
from the Gillette factory 
to you (all carrying charges 
prepaid). Install a full 
Gillette Window Display 
any full week between 
Feb. 15 and March 31, 1929, 
and we will give you 4 a 
carton of Gillette Blades. 
(List $5.00.) 


Deal No. 3 


Purchase 5 cartons of Gil- 
lette Blades from your 
Jobber for shipment direct 
from the Gillette factory 
to you (all carrying charges 
prepaid). Install a full 
Gillette Window Display 
any full week between 
Feb. 15 and March 31, 1929, 
and we will give you 2 
Gillette Beacon Gold 
Razors. (Total List $2.00.) 


The Gillette Blades or Razors in payment of the window display will be included 


with the shipment. 


At the same time a special window display pictured on the 


next page will be sent to you, prepaid. 


To be purchased only through your Jobber 





GILLETTE SAFETY RAZOR CO., - 


- BOSTON, MASS. 
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2nd Annual National Gillette Blade Week! 
February 15 to March 31, 1929 





Here is the sales-building display you will receive 





This attractive display was painted by the celebrated artist, John Held, Jr. It will build Gillette 
Blade sales for every Retailer who takes part in the 2nd Annual National Gillette Blade Week 


Important! Read these few conditions, then mail order 
to your Jobber 


SEND ORDER TO YOUR JOBBER—DO NOT 
SEND IT TO GILLETTE SAFETY RAZOR CO. 


For a retailer to receive the benefit of any one 
of the deals, it is necessary that he install a 
full Gillette Window Display for a full week 
between February 15 and March 31, 1929. 


Send the order to your Jobber. He will send 
us the order and the Gillette Blades will be 
shipped to you direct from the Gillette Fac- 
tory—all carrying charges prepaid. 

The Gillette Blades or Razors in payment of 


the window display will be included with the 
shipment. . 

At the same time the sales-building window 
display pictured above will be sent to you, 
prepaid. 

Instruct your salespeople to suggest the pur- 
chase of Gillette Blades by every customer 
entering your store between February 15 and 
March 31. 


POSITIVELY NO ORDERS ACCEPTED FOR THESE DEALS 
AFTER MARCH 31, 1929 





GILLETTE SAFETY RAZOR CO., - - BOSTON, MASS. 
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For 198 years the most distinguished cutlery mark 
TWIN ” " 
Reg. U. S. Pat. Off. te = “A kK 
‘Cutlery of every description made by 
YW the famous TWIN WORKS of 
J. A. HENCKELS, Inc. - .- 





DL 
(se 


J.A.HENCKELS - - SOLINCEN, CERMANY 


- = = = «© = NEW YORK 








The ALL AROUND 
Cheney 


A rugged grinder which is well, adapted for 
the hard usage which the farm and’ repair shops 
demand. Also useful for the smaller jobs be- 
cause of its compact design. 


The model shown above is the ideal’ grinder 
for the farm (Cheney 7). Its extension rest is 
handy to secure a good edge on mower knives 
and axes. 


Catalogue and prices sent on request 


S. CHENEY & SON 


MANLIUS, N.Y. | 























ARE BETTER BLADES S 
BLADES all 


ee lll 






Use in a 
Gillette Type Holder 


RADIUM BLADES 
Build More Razor Blade Sales 


Radium Blades move quickly. Customers buy 

them and repeat because these blades give abso- 

lute satisfaction. Hardware dealers report a 

constantly growing demand for Radium Blades 

due to their superior quality and economy. 
Radium Blades are now advertised in 


LIBERTY MAGAZINE. New users will 
come to your store for these blades. 


Radium Blades Are Made by 


Otto Roth, Inc., Radium Cutlers, Newark, N. J. 


WIEBUSCH & HILGER, Ltd. 
Distributors 
106-110 Lafayette St., New York 
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MERCHANDISING IDEAS «+ . 





NEW ITEMS 











The Henkel Co. Announces 
Several New Representatives 


The Henkel Co., Fremont, Ohio, an- 
nounces the appointment of James W. 
Maitland, 585 Mission Street, San Fran- 
cisco, Cal., to represent the company in 
the territory west of Denver, Colo. H.H. 
Bonner will cover Texas and Louis 
Hochschild will represent the Henkel or- 
garlization in Chicago and throughout 
Illinois. Harold Graham, eastern sales 
,manager, will continue to represent the 
company in the eastern territory, making 
his headquarters in the New York City 
office, 11 West Forty-second Street. Joseph 
‘Fopeano is now covering a few eastern 
States, the Middle and Northwest, also a 
part of the southern territory. 





Cork Ball in Window Display 
May Help Cutlery Sales 


Do you use a cork ball to display pocket 
cutlery? Many dealers have found this 
unusual method to work quite successfully 
in their window displays. A cork ball 
when hung in a window with a dozen or 
so knives stuck into it is sure to attract 
attention. 


Spear Cutlery Co. Organized 
To Produce Hunting Knives 


The Spear Cutlery Co. has opened a 
cutlery plant at 47 Cole Avenue, Bradford, 
Pa., where at present it is manufacturing 
a line of hunting knives. 

C. E. Morrison is president of the new 
organization; Oscar Nelson is_ general 
manager, and Ben Larson, secretary and 
treasurer. All the executives are seasoned 
cutlery men. 


Revolving Cutlery Display 
Described by Carl Seiter 


An unusual cutlery window display, com- 
bining action with attractiveness, was re- 
cently planned by Carl Seiter of the Lauer 
Bros. Hardware Co., South Main Street, 
Prospect, Ohio. 

Mr. Seiter tells of his arrangement in 
a recent letter—‘“Take a round block or 
can about 10 or 12 in. in height and place 
it in the counter of the space devoted to 
the display. Then get a straight, smooth 








stick, possibly a yardstick, and balance it 
on the block or can. A small nail should 
secure the stick to the fulcrum. Be sure 
that the nail is in the exact center and 
that the stick can revolve on the block. 
Place knives or watches on the stick so 
that it will still balance. The knives can 
be held to the arm by inserting the tip of 
the blades into the wood. In this manner 
some knives can be suspended while others 
are placed on the arm. 

“A small fan in the rear of the window, 
hidden from sight, should be set so that 
the breeze created will cause the balanced 
arm to revolve. The moving display will 
attract the attention of people passing down 
the street, and many will come into the 
store to inquire what causes the arm to 
revolve. 

“The fan incidentally helps to clear up 
frosted windows.” 


Did You Know That— 


The correct time to strop a razor is 
after shaving. 
* * 
The straight razor is a fine tool and 
should be treated as such. 
* * * 


Stropping does not sharpen a razor— 
it helps maintain the edge. 
x ok * 
The average pocket knife sale in ordi- 
nary stores is $1.00. 
*x* * * 
Bon Ami will remove smudges on stain- 
less steel. 
* * ® 
Most people oversharpen knives, razors, 
etc. 


British Cutlery Imports Must 
Now Show Country of Origin 


The British customs authorities have ad- 
vised the United States Department of 
Commerce that an indication of the country 
of origin must now appear on all cutlery 
that is shipped into that country. 

During a recent month the United 
States imported into the United Kingdom 
11,009 dozen safety razors, 395,299 dozen 
razor blades, 3032 dozen table or kitchen 
knives and 2051 dozen of miscellaneous 
cutlery. 











Max Weck, Jr., Has Joined 
Wiebusch & Hilger, Ltd. 


Max Weck, Jr., has joined the sales 
organization of Wiebusch & Hilger, Ltd, 
106 Lafayette Street, New York City, 
manufacturers’ representatives. 

Mr. Weck was formerly engaged’ fot 
about 13 years with the firm of Edward 
Weck & Son, New York City. More re} 
cently he has been engaged in his: own 
cutlery business, which was located at 
68 Nassau Street, New York City.--; =| 


— H 


Cutlery Exports in 1928 Show} 
Two Million Increase~ 


A gain of more than $2,000,000 is re- 
ported in the exports of cutlery from the 
United States during 1928 as compared 
with the previous year. The total for 
last year’s exports is $12,979,506, compared 
to $10,231,827 for 1927. The report stated 
that in 1928 more than 600,000 doz. safety 
razors worth about $875,500 were sent 
out of the country as compared to 570,000 
dozen worth about $733,000 in 1927. More 
than fifteen million dozen razor blades 
were exported last year and were valued 
at almost ten million dollars. 

In 1927 only 27,200 dozen scissors and 
shears were exported as compared to 
43,000 dozen last year. 


How Not to Sell Cutlery 


1. Keep all items in a closed box. 

2. Wait until blades rust before clean- 
ing them. 

3. Group all sizes, styles and makes in 
a single compartment. 

4. Disregard manufacturers’ suggestions 
as to care, returns, etc. 

5. Carry only one size and style pocket 
knife of twenty different makes. 

6. Display cutlery with wash tubs, nails, 
floor wax and coat hangers. 

7. Allot no space in newspaper adver- 
tising to cutlery items. 

8. Never suggest a paring knife when 
a bread knife has been sold. 

9. Always insist “the house is 
when discussing refunds, etc. 

10. Dust and wipe cutlery stock on June 
and January 1. No oftener. 


right” 
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Schlafer Offers Men Who Shave 
(COMPLETE EQUIPMENT SER VICE 


NSTEAD of complaining that other 
I stores handling related shaving ne- 
cessities are taking the razor and 
razor blade business, many progressive 
hardware merchants have augmented 
their cutlery stock with a few related 
extras such as shaving soaps, creams, 
and powders, lotions and after shaving 
powder. With brushes, razors and 
blades part of their regular stock these 
few extras permit such stores to offer 
men who shave themselves a really com- 
plete equipment service. 


Any man would prefer to buy his | 


blades in a hardware store, but if you 
make him go elsewhere for another part 
of the same equipment he may easily 
acquire the habit of buying blades else- 
where, also. In adding these related 
sundries it is very important that your 
cutlery displays and advertising impress 
upon prospects the benefits of your 
“complete shaving equipment service.” 





Emphasize the word “complete” in show | 
cards and in your sales talks to those | 


who buy blades. Make them realize 


| 


that whatever they need for good shav- | 
ing is available at your store. This does | 


not mean the establishment of an elabo- 
rate or expensive stock of drug sun- 
dries, but does mean that you should 


have at least a skeleton line, buying at | 


first in dozen lots or if need be in half 
dozen quantities. 


Schlafer’s Plan 


A good example of a hardware store 
selling self shavers the complete equip- 
ment service idea is the Schlafer Hard- 
ware Co., Appleton, Wis. In this city 
of 21,000 population this firm has made 
a definite bid for the razor blade trade 
as well as the related sundry business. 
Lawrence Zwicker of this retail firm, 
believes in the power of display and 
writes as follows: 


“Our recent razor | 


blade display sure stamped the Schlafer 
Hardware Co. as THE supply station 
for this merchandise. Judging by the 
number of sales in this line over the 
average, it was a huge success. 

“We do sell about $50 worth of 


| blades every month and this sale gave a 


| 
| 


good increase to the total for the 
month. 

“Our shaving cream stock was com- 
pletely cleaned out as a result of the 
display in the window. We have found 
that drug and chain stores usually have 
a special sale of shaving cream at twen- 
ty-nine cents a tube. We could not 
afford to sell the article at the same 
price, so we wrote on the display, 
‘established price 35c.’ Our customers 
knew they were paying no more than 
a fair established price and cleaned us 
out in no time. 

“Several razor sets and 


(Continued on page 106) 


shaving 




















HARDWARE AGE for MARCH 7, 1929 


105 





7 “BIG PROFIT? vom | 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 





Seen 
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AANA LASS 





THE POPULAR 


50c 


SELLER 





4 
4 —<— 


: i‘ 
i 


My 
f 
| 
\ 


i 
| 
(iy) 


! 


This original and prac- 
tical cabinet grips each 
Shear securely until re- 


leased by the purchaser. 
Cabinet Assortment No. 7340 Ships ectly. No. 7340 


Assortment contains 1 dozen famous brand “Ivory- 

tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 

8” sizes. 

gap RETAILERS can place an original order for 
a ll CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©. 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 

















Vow—it’s time to plan for 


DEXTER rosewood sales 





Here are two of the popular 
styles in the Dexter Rosewood line (eleven styles 
in all, stainless steel). This utility knife and fork 
are separate items, yet, if you sell one—you can 
surely sell the other. Lunch rooms and cafeterias 
are your prospects for dozen-lot sales of this pair. 

Now is the time to prepare for spring cutlery 
sales—with Dexter quality, Dexter balance and 
Dexter finish. Write us for details of the profit- 
able Dexter Rosewood household cutlery line. 


exter 


Harrington Cutlery Company 
SOUTHBRIDGE, MASS. 











9990900000000 005000000 


No wonder 


the 
PIKE 
HANDY 
ANDY 
Tool 
Grinder 
is outselling 
them all 






Make this Comparison 


Examine any tool grinder of the same 
size and price—test it yourself. 


Then try the Handy Andy. Sharpen 
a dull carver on it—watch that fast, 
cool cutting Pike Vitrified Grinding 
Wheel put that blade in prime cut- 
ting condition. 


Observe the smooth running due to 
its accurately machine-cut helical 
gears. Note the finish—a genuine 
auto body enamel. Compare it with 
similar grinders, and price considered 
you'll understand why it leads them 
all. 


As manufacturers of sharpening 
stones and specialties for over 100 
years we offer this grinder as the 
greatest value ever produced at any- 
where near the price. 


Sold by Leading Jobbers. If your 
Jobber cannot supply you—write to 
us. 


Pike Manufacturing Co. 
KE Pike, New Hampshire, U. S. A. 


999099 9090506 50000000 
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No. 100 Never-Stain Paring Knife Assortment 
Stainless Steel Blades, Three Shapes, Securely Riveted 
Into Beautiful Handles in Red, Green, Blue and Yellow. 

Imprinted “Never-Stain” in Gold 
Packed One Dozen in Attractive Display 


Sold Through the Jobber 


The Ontario Knife Company 
Franklinville, N. Y. 








CHRADE : SAFETY 
Push Button Knife 


No Breaking of 
Singer na 4i5 


< safety 
L 


CK 


Push the button and the blade opens 

matically. Safety slide locks ee but comes with the blade 

= or closed. DOUBLE-LOCKED—the only Safety 
e that is actually Double Locked. It requires two 

motions to unlock and open the knife—therefore safe, 

both conveniently done with one hand. 


rave FVERLASTINGLY SHARP oamun 


Manufactured exclusively by 
SCHRADE ¢ CUTLERY co. _ Walden, N. Y. 


ers of @ 
- ) telvade, regular type ie can 
Send for Catalog E. Factories: Walden, N. Y.—Middleewn, N. ¥. 

















Pocket Knife Simplification 
Acceptance Blanks Distributed 
—Trade Opinion Very Favorable 


(Washington Bureau of HARDWARE AGE) 

HE Division of Simplified Practice, Department of 

Commerce, has sent out acceptance blanks to man- 

ufacturers, distributers and users of pocket knives 
in order that they may indicate their approval of the sim- 
plification program determined upon at the general con- 
ference held in Washington on Nov. 13 of last year. 
Alexander B. Galt of the Division, in sending out the 
blanks, pointed out that while the action of the first 
general conference is based on a careful study of con- 
ditions and requirements, it will be susceptible of such 
modifications as future trends in the pocket knife in- 
dustry may render desirable. In order to make the schedule 
conform with the best current practice of the industry, 
the conference created a standing committee of man- 
ufacturers, distributers and users, to which those re- 
ceiving the acceptance blanks are urged to submit any 
comments or suggestions which they feel will make the 
recommendation more beneficial. Such action, it was 
stated, will help the committee to arrive at a decision when 
considering possible revisions after the effective date. The 
effective date for new production is Jan. 1, 1930. 

The basis of the simplification program is the shape 
and size of the haft or handle which are governed by the 
basic die. To aid in identification, the 140 illustrations 
presented with the program were shown as complete knives. 
The hafts of these knives represented the shape and size 
of the 140 basic dies. These and other details were out- 
lined in HarpwareE AGE in connection with the report on 
the simplification conference, which was made possible by 
the Pocket Knife Manufacturers’ Association. The man- 
ufacturers’ program was approved with certain minor 
changes. The conference authorized the appointment of 
a standing committee to keep the recommendation abreast 
of the development of the industry. This committee is 
to be composed of two manufacturers, two wholesalers, two 
retailers, and two representatives of the consumers. 

While the recommendation is to be effective for the new 
production Jan. 1, 1930, no effective date was selected for 
existing stocks, inasmuch as the manufacturers felt that 
the effective date for new production would, of necessity, 
take care of the stocks in the hands of wholesalers and re- 
tailers. It would at the same time prevent any disruption 
in the market when the program might be effective for 
existing stocks. 

Commenting on the pocket knife simplification, F. Tracy 
Campbell of the J. Frank Campbell retail hardware store 
at 1300 Good Hope Road Southeast, Anacostia, D. C., says: 
This simplification, if worked out in accordance with the 
agreed plan will be beneficial to all concerned. There will 
be less manufacturing costs and greater volume for the 
manufacturers. The wholesalers will have less stock to 
carry and their salesmen will know more about the lines 
carried. The salesmen will be enabled to sell the finished 
product to better advantage. 

“The retail dealer will have less stock to carry and should 
have more frequent cutlery turnovers. The consumer should 
be able to select a better knife in less time than is now 
needed.” 

Holland W. Jenks of W. S. Jenks & Son, hardware dealers 
at 723 Seventh St., N. W., Washington, D. C., feels that 
the simplification will be very beneficial to the entire trade. 
He writes on the subject: “I think the idea a most ex- 
cellent one. The cutlery manufacturers will be able to get 
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more mass production with its consequent cut in costs re- 
verting back to the consumer. 


“The dealer, who in the past has maintained his assort- | 


ment to a high standard, will be able to cut down his 
investment and secure a more rapid turnover. 


We feel | 


that the simplification is a move that should have been | 


made years ago.” 

With these two retail dealers’ favorable opinions and re- 
actions, it is interesting to learn the manufacturers’ view- 
point. C. D. Divine, vice-president of Dwight Divine & 
Sons, Ellenville, N. Y., and a member of the Committee on 
Simplification and Standardization, in commenting on the 
plan, agrees with the two foregoing opinions in regard to 
turnover and minimum stock investment. He writes: 

“The pocket knife simplification program was the result 
of the careful study and analysis of modern factory and 
sales conditions and designed to produce a complete repre- 
sentative variety of patterns best adapted to future trade 
requirements, and manufacturing methods to secure the 
greatest economies in manufacturing and sales costs. 

“Also to secure the most active turnover of stock with 
the minimum investment by dealers, distributors and pro- 
ducers. 

“The simplified standard line permits a much larger use 


of accurate and efficient tools, automatic piercing, fitting | 
and finishing machines as applied to present day produc- | 


tion of quantity lots with uniform and interchangeable 
knife parts, which methods are not practicable to use on 
small lots in large varieties of styles and sizes which in- 
volves much hand work. 

“Dealers can maintain constantly a more complete assort- 
ment of active stock, adopt a uniform system of lot num- 
ber records, price marking and reordering with an as- 
surance of prompter shipments of any patterns needed 
from time to time.” 

Believing that the Division of Simplified Practice in 
Washington, D. C., might. be able to comment on this sub- 
ject, P. H. H. Dunn of that Division 


few words on pocket knife simplification. Mr. 


was asked for a | 
Dunn was | 


not a member of the committee which drafted the recom- | 


mendation but he did represent the Department of Com- 
merce in all of the considerations and handled the con- 
ference which finally ratified the recommendation. He 
writes: “It is reasonable to believe that the following 
benefits should accrue to the various divisions of the in- 
dustry. 


TO THE PRODUCER AND MANUFACTURER 


1. Less capital tied up in slow-moving stocks. 

2. More economical manufacture due to simplified in- 
spection requirements, longer runs with fewer changes, less 
idle equipment, less stock to handle, reduced clerical over- 
head, etc. 

3. More permanent employment as _ contrasted -, with 
present seasonal employment, due to steady production on 
standard knives. 

. Larger units of production and less special machinery. 
. More prompt delivery. 

. Less chance of error in shipment. 

. Less obsolete material and machinery. 


THE JOBBER, WHOLESALER, AND RETAILER 


. Increased turnover. 
. Elimination of slow-moving stock. 
. Staple line, easy to buy, quick to sell. 
. Greater concentration of sales efforts on fewer items. 
. Decreased capital invested in stocks and repair parts 
on: hand. 

6. Léss storage space required. 

7. Decreased overhead, handling charges, 
work. 


ND un 


Fr 
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and clerical 
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HOUSEKEEPING MAC 


EDLUND 


THE CAN OPENER WITH 
UNIVERSAL APPROVAL 


A Quality Product—Guaranteed 


The Edlund Junior, shown 
above, sets a new standard 
of excellence. Attractively 
finished and strongly con- 
structed for years of perfect, - 
service. 

A size for the needs of 
every kitchen, from the larg- 
est hotel to the smallest 
kitchenette. 


Write to Dept. H. for prices, 
samples. 


EDLUND COMPANY 
BURLINGTON, VERMONT 


Good Housekeepin,, 
Re 





Larger styles 
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5 Sales 
.. and Profits 


Russell cutlery is more than “in 
the style”... it IS the style, and 
sixteen million people know it. 
Smart, striking Be airmen Fass 
many in full color .. . . sell Russell 
style to the readers of national pub- 
lications with a large “‘quality”’ fol- 
lowing. Many of those readers are 
right in your neighborhood. They 
are “red hot” ieee var . stock 





Russell cutlery. . " display it. 1=h 
and they become customers, Prof- i 
itable customers... . because Rus- _— 
sell cutlery is priced rightand can _Russell Cutlery 
command its price. Is Nationally 
Advertised 


Write for details of the new 
Russell Lines 


RUSSELL 


GREEN RIVER 


CUTLERY 
RUSSELL CUTLERY COMPANY, TURNERS FALLS, MASS. 





JOHN 
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The Gem Sells Itself 


Making Extra 
Profits for You! 


HE — customer 

who comes in to 
purchase _ other 
things, pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


All customers like 
these handy  nail- 
clippers because they 
trim nails and hang- 
nails perfectly, and 
work easily with 
either hand. 





The only nationally advertised nail clippers. Copy ap- 

pears regularly in The Saturday Evening Post, Collier’s, 

and Judge. s 

eins Transparent Du Pont “Cellophane 

— = protects them from rust, dust and 

35. tarnish. > 
The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 











R. MURPHY’S 
Roofing Knives 


Famous for Cutting 
Qualities and Durability 







A 
Good Knife 
to Work with 
on Every Roof Where 

Quality Counts 
Hardware Dealers and ay § Supply Houses 
have this guaranteed Roofing Knife in 2 sizes 
(2” and 2%” blade). Stock up and keep your 
stock up on R. MURPHY’S Oilcloth, Shoe, 
Sloyd, Kitchen, etc., Knives. 


Complete Catalog on request. 


Robert Murphy’s Sons Co., Est. 1850, Ayer, Mass. 








Two Good Can Openers 


Our No. 200 at left has a double 
notch cap lifter in handle for 
opening glass jars with vacuum 
caps, Our No. 100 at right has 
sharp point which pierces can 
easily and a hardened and tem- 
pered blade which cuts without 
tearing. Both have corkscrews. 





Please order from our 
Sales Representative 


John H. Graham & Co., Inc. 
113 Chambers St. New York City 


Tht =-¥O6S>- GO. 161 Porter St., New Haven, Conn. 














TO THE CONSUMER 


1. Better values than otherwise possible. 
2. Better service in delivery. 
3. Better quality of product. 


Schlafer Offers Complete 
Equipment Service 
(Continued from page 104) 


brushes ‘were sold, directly due to this display. 

“In the center of the window are nine-inch paper 
doilies. On each doilie we arranged eight packages of 
blades, showing nine different makes all told. In the 
center of the doilie was lettered the name and price of 
the product. This plan surely stopped the men who 
came in for their favorite blades. 

“The display was left in the window for two weeks 
and all during this time proved to be an effective sales 
stimulator. We believe that hardware displays should 
be changed once a week, but if a window is creating 
sales, it is permissible to leave it in for another week. 
After that it grows stale.” 

Through the clever use of manufacturers’ display 
helps and carefully made show cards, the window was 
given an attractiveness and a sales stimulation seldom 
acquired in hardware stores. The Schlafer organization 
has found that a shaving service is one of the best 
“services” it can offer its men customers. 


A Holder for Broom or Mop Handles 


The Colson “Gripstick” is a simple, efficient device designed 
to hold mops, brooms and other sticks. It is manufactured by 





The Colson Co., Elyria, Ohio. The “Gripstick” grips the handle 
instantly and securely. It also releases quickly and easily. It 


can be attached to door or wall and comes packed in an indi- 
vidual carton. 
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Bakelite Molded Door Knobs are made by the National Brass Co., Grand Rapids, Mich. 


Be the first in your town to show 


Bakelite Molded Door Knobs in colors 


DISPLAY of Bakelite Molded Door Knobs is cer- 

tain to attract favorable attention and invite sales. 
Their attractive colors, to harmonize with various 
wood and other finishes, are in line with the modern 
trend toward harmony in interior fittings. 
But Bakelite Molded Knobs have more than handsome 
appearance to commend them. They are strong, and 
both color and finish are lasting. They will not cor- 
rode nor stain in any climate. They never need polish- 
ing and are easy to keep clean. 
If you have not seen these Bakelite Molded Door 
Knobs, be sure to write to the manufacturers for sam- ~ 
ples. Rapidly increasing sales prove that they are 
meeting with wide favor. 


BAKELITE CORPORATION 


247 Park Ave., New York, N. Y. Chicago Office, 635 W. 22nd St. 
BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 


BAKELITE 


REGISTERED U. S$. PAT. OFF, 


THE MATERIAL OF A THOUSAND USES 


“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 
manufactured by Bakelite Corporation Under the capital ‘‘B”’ is the numerical sign for infinity, or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 
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Sherman Wrought Brass 
Hose Coupling 
or, (Patented) 


The Most Practical 
Hose Couplings Made 


Sherman Wrought Brass Hose Coup- 
lings are made to give your customers 
permanent satisfaction. 


They do it. The “do” is the reason so 
many are using them. They outsell all 


others. 


SHERMAN 


Wrought Brass 
Hose Couplings 


outlast all others, too. They are always 
made of heavy wrought sheet brass. 
They never leak from sand holes like 
cast brass hose couplings and never 
crush or pull apart. 


- 


Deep, even corrugations insure these 
couplings’ sticking tight and secure in 
the hose. They HOLD. 


Furnished as standard equipment by the 
leading manufacturers of garden hose— 
the strongest endorsement possible. 
Order NOW. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 

















Everybody’s Business 


(Continued from page 76) 


“spiritual alchemy” and “atomic relationships.” For a 
fixed fee we are offered an interpretation of secret mes- 
sages from oceult powers. Gland extracts are adver-; 
tised to multiply our sex appeal and enable us to with- 
stand the ravages of age. Mysterious applications of 
color and sound are guaranteed to restore the vigor of 
youth, and to be irresistible in love, it is only necessary 
to adjust respiration to a meter that entails slow and 
rhythmic breathing. 

How nonsensical! And yet the public falls for it. So 
it has been and will be as long as pseudo-science is per- 
mitted to graft itself upon the tree of knowledge. 
Honest advertising has greatly increased its defensive, 
but the crook has also increased his offensive and now 
employs methods that are far more subtle than those 
of the past. Current propaganda is so cleverly con. 
structed that even the worldly-wise find it difficult to 
identify the plots that are filled with deceit and intended 
to entrap. 

Propaganda touches our senses each minute of every 
waking hour. The immediate outcome of any slacken- 
ing of trade is a flood of words to make us conscious of. 
heretofore unappreciated opportunities and benefits. We 
learn of new economic and dietetic values by the hun- 
dred, discover that skirts should be longer, the atmos- 
phere cleaner, distracting noises eliminated, and that 
destructive fires might be prevented. In this way our 
everyday problems are illuminated and as a result we 
improve public health and reduce waste. Incidentally, 
there is an increase in the sale of foods, textiles, smoke- 
less fuel and electric-welding machines. Life and prop- 
erty are conserved and great insurance companies mul- 
tiply their earnings. 

Progress and self-interest cannot be separated. Edu- 
cational forces cannot be restricted to the use of the 
purely philanthropic. But we can learn the value of 
caution and discrimination in accepting statements of 
opinion. The editor can reject material that is ethically 
doubtful, that has no mark of responsible origin, and 
that does not stand out in the news of the day. The 
radio listener can tune out and the motion-picture patron 
can effectively express dislike for insidious propaganda. 

So it is true that the remedy for dishonesty in edu- 
cation is more education. Even the Governments of 
the world have discovered this fact. What they learned 
about publicity during the World War is now being 
applied to statecraft with all the force and ingenuity 
that clever minds can muster. Uncle Sam is now estab- 
lishing his own official press agents at the great capi- 
tals to help combat the effects of mistaken notions on 
the part of peoples overseas. 

We are now riding the crest of a great tidal wave 
of self-improvement. But it is still a long way to the 
end of our present adventure with rascals who trade 
in deceit. Even the conclusions and recommendations 
of well-meaning enthusiasts today may bring an after- 
math of distress if one does not practice caution. 

The present is no time to take things for granted. 
Developments are coming so fast that the slightest re- 
laxation of vigilance is likely to turn success to failure. 
Current accomplishments are so highly favorable that 
we may well regard the future with hope and optimism. 
But let us not forget that we are using new machinery 
and handling strange forces that may suddenly cut up 
in a most unexpected manner. Business must watch 
its step. 
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Grand Rapids Police Tests Prove 
Value of Tire Chains 


ECENT tests of tire chain efficiency made by the 

Grand Rapids, Mich., Police Department, dis- 
closed some interesting data regarding the value of 
chains in acceleration and deceleration of automobile 
speed. Cars of modern design, equipped with four- 
wheel brakes were used in the tests conducted on Valley 
Ave., N. E., Grand Rapids. 

The street on which the tests were made was covered 
with a fairly hard packed snow. In the various decelera- 
tion attempts the average distance required to stop a 
car from a speed of 20 miles an hour without tire chains 
was 58 ft., 6 in. Chains were then placed on the rear 
wheels; the average distance was only 41 ft., 9 inches. 

Still better results were obtained when chains were 
applied to all four wheels, giving an average stopping 
distance of 28 ft., 7 in. The results of these tests were 
regarded by officials of the public safety department as 
positive evidence of the value of tire chains in stopping 
an automobile on the average level street. 

Tests were then made for “get away.” The car was 
timed with a stop watch to determine how long it took 
to attain a speed of 25 miles an hour from a standing 
start. Without chains the average time required to 
attain the set speed was 11 4/5 seconds. With chains, 
the time required was 6 4/5 seconds. 

Satisfied that on a level surface tire chains provided 
a definite advantage in “get away,” the officials adjourned 
to Shawmut Boulevard hill which has a 5 per cent grade. 
The results here with bare tires was 19 1/5 seconds. 
With chains on the rear wheels, the time was reduced 
to 9 3/5 seconds. 

Ordinary tire chains were used and the tests super- 
vised by Capt. Matthew Fritzen of the Police Depart- 
ment. 


Horse Shoes Are Again in Style— 
But the Demand Is for the 
Pitching Variety 


NTEREST in the ever-popular sport of “Barnyard 
Golf,” or Horseshoe Pitching, has undergone a 
decided revival during the past few months. Dealers 

have noted a decided increase in horseshoe sales, due to 
the renewed popularity of the game. Several manufac- 
turers are making special pitching shoes, and all report 
an excellent demand. 

In Chicago, a tournament was sponsored by the 
Daily News and 2500 members of the Chicago Fire De- 
partment participated in the contest. Finals were played 
at the exclusive Chicago Riding Club. It would appear 
that such sanction of society would bid fair to change 
its alias from “Barnyard Golf” to “Equine Quoits,” or 
some other high sounding title, which would lift it from 
the barnyard class. 

Southern States are now enthused over the game and 
as a result the Atlanta Journal, Birmingham News & Age 
Herald, Tampa Tribune and Pensacola News-Journal 
have announced horseshoe pitching contests. 

The Octigan Forge & Manufacturing Co. of Chicago, 
as part of its contribution in fostering public interest in 
the game, is donating the prizes for the newspaper 
tournaments. Silver cups, medals and sets of the com- 
pany’s “The DeLuxe,” chromium plated pitching shoes, 
which are made by this company, are the prizes offered. 














Hard-Wear Toys 








215 Ford Weaver Wrecker 
217 Ford Weaver Wrecker 


"They 
looR real” 







Made by the 
tiny cArcadians 





The Ford Weaver Wrecker 
is an item that never fails to 
attract children’s attention and 
one that lifts heavy obstacles. 








Arcade Toys are like that:— 
They lift a load from your 
shoulders. They are beautifully 
colored, and attractive. They 
allure the children of your 
prospective customers and bring 
handsome profits to you. 








Write us for Catalog. 
Ask your Jobber for Prices. 


AKCADE 


HARDWARE 
and TOYS 


Arcape MANUFACTURING COMPANY 
Freepo rt, Illinois 
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floor space 








EALERS have found this 
stand a sales help worthy of 

the name. Gives full display to 
five Blair Lawn Mowers, yet is 
collapsible and easily stored when 


not in use. 


Full details will be furnished on 
request. We would also like to 
send you our 1929 Catalog con- 
taining full color illustrations of 


each Blair line. 


Blair Manufacturing Co. 
‘iftieth Anniversary 1879-1929 
Springfield, Mass. 


BLAIR 


LAWN YN MOWERS 
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Washington News 


Report on Hardware Production for 1927 

Shows Decline of 7.5 in Two Years—Making 

of Toys a Leading American Industry—Breast 
Drill Specifications 


(Washington Bureau of HARDWARB AGE) 


STABLISHMENTS engaged primarily in the manu- 
kK, facture of hardware reported a total production 

valued at $208,253,586 in 1927, a decrease of 7.5 
per cent under the 1925 output, according to the Bureau 
of the Census. The items included in the census for 1927 
are: Builders’ hardware, other than locks, $41,140,002; 
casket hardware, $4,421,487; furniture and cabinet hard- 
ware $10,526,307 ; locks, $37,157,855; piano and organ hard- 
ware $1,232,370; saddlery and harness hardware, $5,225,- 
324; trunk and suitcase hardware, $2,954,744; motor vehicle 
hardware, $48,487,556; other vehicle hardware, $651,120; 
other hardware, $37,425,736; miscellaneous products, $19,- 
031,085. 

The statistics for 1927 and 1925 are summarized in the 
following table. The figures for 1927 are preliminary and 
subject to such correction as may be found necessary after 
further examination of the returns. 


Per cent of 
1927 1925 increase (+-) 
or 
decrease (—) 
Number of establishments. . 485 476 +19 
Wage earners (average for 
ree nee 47,834 52,349 —8.6 
OS rr rrr $60,827, "474 $65,561,817 —7.2 
Cost of materials, factory 
supplies, fuel, and pur- 
chased power, total* ... $71,877,055 $77,502,839 —7.3 
Materials and supplies ... $68,449,109 (*) ee 
Fuel and power.......... ,427,946 ty Sahile 
Products, total value* ..... $208,253, ‘586 $225,052,644 —7.5 
Builders’ hardware, other 
ee ae $41,140,002 id 
Casket hardware ........ $4,421,487 (*) 
Furniture and _ cabinet 
hardware .......+++0+: $10,526,307 (*) 
IT Se: $37,157,855 (*) 
Piano and organ hardware $1,232,370 (*) 
Saddlery and harness 
SEINE. fine va bnaieee.s-s $5,225,324 (*) 
Trunk and suitcase hard- 
Ge peer $2,954,744 (*) 
Motor-vehicle hardware.. $48,487,556 bg 
Other vehicle hardware... $651,120 () 


$37,425,736 (*) 
$19,031,085 (*) 


$147549,905 —7.6 
98,278 +14 


Other hardware 

All other products 
Value added by manufac- 

BE laa ccdcnnsswauss $136,376,531 


Horsepower 


eR ee 99, 





1 Not including salaried employees. 

?The amount of manufacturers’ profits cannot be calculated 
from the census figures, for the reason that no data are collected 
in regard to a number of items of expense, such as interest on 
investment, rent, depreciation, taxes, insurance, and advertising. 

* Not reported separately. 

‘Value of products less cost of materials, factory supplies, con- 

tainers, fuel, and purchased power. 


Of the 485 establishments reporting for 1927, 88 were 
located in Illinois, 73 in New York, 57 in Connecticut, 45 
in Pennsylvania, 39 in Ohio, 30 in Michigan, 29 in Massa- 
chusetts 26 in New Jersey, 18 in California, 16 in Wis- 
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13 in Indiana 12 in Missouri, 7 in Iowa, 6 in Rhode 
3 in Kentucky, 3 in Virginia, 2 each in Colorado, 
Maine, Minnesota, New Hampshire, Vermont and Wash- 
ington, 1 each in Alabama, Florida, Georgia, Kansas, Ne- 
braska, Oklahoma, Tennessee and Texas. 


consin, 
Island, 


* * * 


In 1925 the industry was represented by 476 establish- 
ments, the increase to 485 in 1927 being the net result of 
a gain of 81 and a loss of 72. Of the 81 establishments 
gained, 31 manufactured other classes of commodities as 
their principal product in 1925 and 50 reported for the 
first time at the present census. Of the 72 establishments 
lost, 16 went out of business prior to 1927, 9 were idle 
throughout the year, 40 reported commodities other than 
hardware as their principal products and were accordingly 
transferred to the appropriate industries, and 7 reported 
products valued at less than $5,000. (No data are tabu- 
lated at the biennial censuses for establishments with prod- 
ucts under $5,000 in value.) 


* * * 


In the United States at the present time, the manufacture 
of toys has become one of the country’s typical big busi- 
nesses susceptible of measurement in the large round num- 
bers which delight the government scientist. 


* * ¥* 


About $15,000,000 worth of toy automobiles, airplanes, 
wagons and trains were probably given to the boys of the 
country last Christmas. 


* * * 


The Federal Specifications Board has just issued a pro- 
posed revision of specifications for breast drills, known as 
No. 417. These specifications, in the formative stage, are 
submitted to representative manufacturers for comment 
and criticism, with a view to making any change that may 
be thought desirable. 


* * * 


The Commercial Standards Group, Bureau of Standards, 
has announced that twenty-four simplified practice recom- 
mendations were audited during the calendar year 1928 to 
ascertain the average degree of support. The manufacture 
of commodities covered by these twenty-four programs 
was reported 87.03 per cent in conformity with the respec- 
tive programs. The survey covered twelve recommenda- 
tions in the building and construction materials field, with 
an average degree of support of 87.45 per cent; seven in 
the hardware and mill supplies field, with an average ad- 
herence of 80.17 per cent; two for plumbing supplies at 
98.83 per cent and three in miscellaneous fields at 91.88 per 
cent. 

oe = 


“Domestic Commerce,” issued by the Bureau of Foreign 
and Domestic Commerce, in its issue of Feb. 25 carries a 
chart illustrating the type of information which is being 
brought out in the study of costs of wholesale distribution 
in the paint and varnish industry. It will announce the 
final report of the study as soon as it is available. The 
chart shows an invoice of a fictitious company, containing 
the major items of information necessary in checking the 
movement of goods through a house being studied. Boxes 
at the side indicate the general items, which the plan in- 


volves transferring, either directly or in codes, onto tabu- | 


lating cards as shown at the bottom of the chart. 











RIGHT ON YOUR 


home field? 
$1.000 


IN 0-CEDAR CASH PRIZES 
FOR DEALERS AND JOBBERS 


THIS easy contest is aimed “right where you do 
business”! To enter it you don’t have to go out- 
side of your own merchandising experiences or 


your knowledge of O-Cedar. 


$500 will be awarded dealers and their clerks 
for the best letters on “Why Dealers Should 
Push and Display O-Cedar Products.” 


$500 will be awarded jobbers and their sales- 
men for the best letters on “Why Jobbers Should 
Push O-Cedar Products.” 

First prize in both classes will be $125. Sec- 
ond, $100. Third, $75. With one $20, two $15, 
five $10 and twenty $5 prizes. 


Only short “reasons why” are requested. They might 
be quickly listed on the back of a t-card. The most 
important r , right now, for pushing and displaying 
O-Cedar Products is the $5,000 being given to women 
for the best letters on “Why Every Housewife Should Use 
O-Cedar Mops and O-Cedar Polish.” It is a short step 
from thinking and writing about O-Cedar Products to 
buying them. Wide-awake merchants using the free 
O-Cedar dealer helps will find it easy to turn the interest 
of women into sales. Jobbers will profit by helping 
dealers to get the most out of the contest through store 
displays. 

Get in on the ground floor—today! The $5,000 prize 
contest has just been announced in a wide list of national 
magazines and newspapers. Make this contest pay. 
O-Cedar Corp’n, Chicago, Ill. 

















Rules are easy 


Contest is open to everyone. It closes May 31st. 
Midnight of that date is latest post-mark acceptable. 
Address Trade-Contest Editor, O-Cedar Corp’n, 
Chicago, Ill. 

In case of a tie for any award, full amount of that 
award will be given to each of tying contestants. 
Three merchandising experts will act as judges. 











(edar 


Polish 


Mops 
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Ohio Convention Follows Plan of Constructive Activity 


pendent retailers in Cincinnati before 
you attack the chain stores,” he said. 


“I suggest that the independents adopt | 


some of the chain stores’ methods to 
increase their own business. That 
means giving the people service. 
Abolish the chain store and some other 
form of competition will spring up in 
its place. Put the independents out of 
the running, and the chains, seeing a 
chance to ‘get the gravy,’ may boost 
prices to a much higher level. If any- 
one says that retail hardware dealers 
are being run out of business by the 
chain stores, I’ll invite him to look at 
this well-organized convention of busi- 
ness men and women. You are well 
able to protect yourself against any 
chain competition.” 

At the second business session, which 
was held Tuesday evening, “Operating 
For Profit” was the theme. Lawrence 
Milligan, Bellefontaine, talked on 
“Overcoming Small Margin With 
Greater Turnover”; H. B. McGrath, 
Cleveland, on “Price Concessions Often 
a Mistake”; R. A. Chandler, Sylvania, 
n “Help Should Earn a Profit”; F. E. 
Hamilton, Portsmouth, on “Planning 
Ahead For The Help”; and P. FE. Sny- 





(Continued from page 69) 


der, Blanchester, on “Definite Credit 
Policy.” A. E. Herrnstein, Chillicothe, 
took the place of C. H. Hossel, Youngs- 
town, in discussing the pricing of mer- 
chandise to secure a better net return, 
and W. M. Reddish, Toledo, substi- 
tuted for E. Heinz, Akron, in dis- 
cussing the subject of planning items 
for special sales. 

Wednesday morning the president’s 
breakfast was held in the ballroom of 
the Hotel Gibson and was followed im- 
mediately by the third business session 
on “Planning For Profit.” W. R. 
Kramer, Chillicothe, stated his views 
in regard to the comparatively recent 
competition of public utility companies 
and declared that in his investigations 
he had concluded that utilities, as a 
general rule, did not compete unfairly, 
although they naturally have many ad- 
vantages in connection with their sales 
of electricity and gas, so far as fre- 
quent contact with consumers is con- 
cerned. Mr. Kramer cited the prices 
put on various products by the public 
utilities in his city. 

Charles F. Hauck, Springfield, as- 
serted that competition isn’t entirely a 
matter of price, in his discussion of 





“Studying Competition.” “All of us 
know of times when an item in the reg- 
ular stock of the hardware dealer is 
being sold at a so-called special price by 
a chain store. The price really is 25 per 
cent higher than regularly prevails in 
the hardware store, yet the chain store 
probably sells more of these specials in 
a few days than the hardware dealer 
does in a year. This is _ possible 
through proper location and good dis- 
play of goods at the logical time. In 
such cases the majority of sales usually 
are to transients. There are few hard- 
ware stores so located to attract much 
transiént business,” he said. 

Declaring that house-to-house can- 
vassing has demonstrated the fact that 
price is not the dominant factor in 
competition, Mr. Hauck said that in 
house-to-house selling competition sim- 
mers down to high-powered salesman- 
ship, and often goods are sold at from 
40 per cent to 60 per cent more than 
similar goods which can be bought in 
retail hardware stores. Mr. Hauck 
emphasized the need for good display 
of goods and advanced the theory that 
any stock which is kept above the level 
of the eyes of the customer might as 











REG US PAT OFF 





Wy 


Wy 





GREASE Cups 
and OIL Cups 


VERYWHERE in industry— | 
from the largest factory to the 
smallest repair shop—there is need 
for grease cups and oil cups. 


This constant demand for them as 
repair and replacement parts makes 
them profitable to handle. 


The Empress line is complete. It 
consists of more than fifty types of 
grease and oil cups, each in several 
sizes. 
every place requiring lubrication. 


Complete data on these cups and over fifty other 
types is given in Booklet No. L104A. Write for it. | 


BOWEN PRODUCTS CORPORATION 
AUBURN, NEW YORK 





There is an Empress Cup for 


BRANCHES: 


SAN FRANCISCO, Monadnock Bldg. 
MINNEAPOLIS, 983 17th Ave. 
CLEVELAND, 7113 Euclid Ave. 
CHICAGO, 412 Wrigley Bldg. 


NEW YORK, 220 Broadway 

DETROIT, 2760 W. Warren Ave. 
KANSAS CITY, 411 Mutual Bidg. 
BOSTON, 161 Massachusetts Ave. 














Manufacturers of Empress Lubricating Devices since 1890 
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well not. be in the store, from the stand- 
point of turnover. He admonished 
hardware dealers before complaining 
of competition, to be sure they are 
competing. 

J. D. Kohstall, Cincinnati, stated in 
a short address that dealers should 
study outside competition and where it 
seems wise, adopt the methods of their 
competitors. It does not necessarily 
follow, however, that all of the meth- 
ods used by dealers are wrong. For 
example, chain stores might sell for 
cash only, whereas a wise credit policy 
would be the best thing for the inde- 
pendent hardware merchant. Mr. Koh- 
stall said that there are many fea- 
tures of personal service in which the 
independent dealer has a distinct ad- 
vantage over the remotely owned store. 
Each independent dealer, however, 
must work out these problems for him- 
self and must be governed by the local 
conditions in his community. 

“Sell quality goods at high prices 
rather than inferior articles at a bar- 
gain rate if you want to remain in 
business.” This summarizes the opinion 
of a number of retailers who spoke 
at the third session. Speakers included 
B. F. Carpenter, Washington Court 
House, on “Talk Quality Instead of 
Price”; C. E. Sauer, Barberton, on 
“Loss Leaders Are Legitimate Adver- 


| tising’; P. G. Wuertz, Cleveland, on 
“Adding New Merchandise”; and Paul 
Sweger, Lima, on “Executive Respon- 
sibility.” At this session George Sheri- 
dan, managing director of the Ohio 
Council of Retail Merchants, Colum- 
bus, related to the members some of 
the State legislative problems affecting 
the hardware association and its mem- 
bers. 

“Controlling For Profit” was the 
topic at the final business session on 
Thursday morning. Several members 
told of their experiences in using some 
form of control in their business and 
Frank Stockdale, Chicago, made an ad- 
dress on “Taking the Mystery Out of 
Store Management.” The closing ad- 
dress of the convention, “Henry Brown 
the Man,” was given by Rivers Peter- 
son, editor Hardware Retailer, In- 
dianapolis. 

A. E. Herrnstein, Chillicothe, was 
elected president of the association at 
the final session. Other officers are 
L. M. Krieg, Newark, vice-president ; 
James B. Carson, Dayton, secretary; 
John F, Baker, Dayton, treasurer. New 
directors are C. C. Hewitt, Sedalia; 
C. J. Wood, Mount Vernon; George 
Hoffman, Toledo; and J. J. Manchester, 
Canfield. 

Resolutions adopted by the associa- 
tion provided for following closely the 











program of applied activities as laid out 
by the National Retail Hardware As- 
sociation. The Cincinnati Hardware 
Club was given a vote of thanks for 
its excellent hospitality and entertain- 
ment. 

A playlet entitled “The Hardware 
Store of Henry Brown,” was put on 
Thursday evening under the direction 
of the author, Frank J. Pekoc, Jr., . 
Cleveland. The members of the asso- 
ciation were given an opportunity of 
seeing in this realistic portrayal just 
how the Henry Browns in the retail 
hardware business conduct their stores. 

On Monday evening preceding the 
opening of the convention’s business 
sessions, a dinner for all past-presi- 
dents and their wives was served at the 
Hotel Gibson. Past-president John F. 
Baker, Dayton, presided at this affair. 
On Wednesday evening a special enter- 
tainment was staged for the benefit of 
the members and for the guests by the 
local committee of the Hardware Club 
of Cincinnati. This committee was 
composed of Frederick Guckenberger, 
chairman; Edward G. Seibel, Oscar 
Small, John Findlay and Charles W. 
Lammers. The special program for the 
ladies was arranged by a committee 
consisting of John Isham, chairman: 
Fred Wankelman, George Ball, E. 
Dolle, O. Small and R. A. Matthews. 





and strain. 





Coast Representative: 





SHELBY LINE 
Manufactured by 





SOMETHING NEW! 
An overhead Door Stay and Holder for either a right or left hand door. Installation at the top of the door 


makes the use of Stops or Holders at the bottom of the door unnecessary. 


This Door Stay and Holder not only locks the door at right angles but keeps the door from being forced 
back beyond a given point and by means of an encased shock absorber protects the Hinges from shock 


For further details write for our new No. 29 Catalog—Just Out! which gives information on this and 
double and single acting Checking Floor Hinges included in the 


THE SHELBY SPRING HINGE COMPANY, Shelby, Ohio 


Pond Hdwe. Specialty Co., Los Angeles, Calif. 
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Better Hardware Retailing, Theme of New England Convention 


said to be essential to success. The 
speaker urged the dealers to have a 
competent man, preferably the propri- 
etor, handle all credit and collection 
matters. 

In summarizing the session, Llew S. 
Soule, Editor of HARpware AGE, said 
that until a few years ago operating for 
profit had been a comparatively simple 
matter. The chain store brought prob- 
lems to the retail dealer as they were 
successful from the start. They dis- 
played their goods openly and made 
popular the variety of goods at a price. 
This new competition forced many in- 
efficient dealers out of business and at 
the same time it built up a large body of 
efficient independent hardware mer- 
chants, who are strongly resisting the 
inroads of the chain organizations. 

The speaker continued, saying that 
the only thing wrong with the hardware 
business was that the dealers were not 
making enough money. This was said 
to be due to not selling enough goods 
at a reasonable profit. Also, the dealers 
were said to not have enough regular 
customers, making one hardware store 
their headquarters. 

The customer was said to be a vital 








(Continued from page 71) 


factor in operating for profit. Mr. 
Soule advised dealers to find out what 
induces people to trade regularly at a 
store and demonstrate that it is not 
price, location or kind of goods, but the 
human element inside the store. The 
speaker clinched his points by telling of 
actual experiences in retail stores and 
advised careful thinking and training 
of employees. He also said that the 
study of competitors, increasing the 
amount of the average sale and apply- 
ing cost and mark-up according to in- 
dividual lines would help in operating 
for profit. 

Robert H. Russell of Holyoke, Mass., 
was elected to the presidency of the 
association. Russell M. Sanders, Bos- 





ton is the new first vice-president and | 
L. E. Jacobs, Auburn, Maine, is the | 


new second vice-president. Directors 


for three years are: W. E. Aubuchon, | 


Fitchburg; Harold Moore, Newton; 
R. R. Cameron, Cambridge and H. A. 
Waters, Salem. 


Among the resolutions adopted was | 


one against the enactment of any legis- | 


lation establishing a State fund for the 
carrying on of the insurance business 
or any other business. Before the con- 


| 


vention adjourned it was decided to call 
the 1930 meeting the 37th Annual Con- 
vention and Tercentenary Hardware 
Exhibition, commemorating the 300th 
anniversary of the landing of the Puri- 
tans at Salem, Mass. The year 1930 
will be a big year in Massachusetts and 
the convention and exhibition will 
doubtless be one of the largest ever 
planned. 

The entertainment at the convention 
was of the usual high order. The an- 
nual banquet and ball was held in the 
Grand Ballroom of the Copley-Plaza 
Hotel on Friday evening, Feb. 22. Dr. 
Hugh Baker of the U. S. Chamber of 
Commerce was the guest speaker at 
the banquet. There were luncheons, 
bridge parties and theater matinees for 
the ladies of the convention and a well 
rounded out program of entertainment 
was enjoyed by all the hardware men. 
During the afternoons and evenings, 
the Edna Frances Simmons’ Ladies Or- 
chestra provided concert music. The 
New England Hardware Associates 
held their annual Stag Night on 
Wednesday evening in the Elks Hotel. 
The ladies were entertained at a buffet 
luncheon and whist party. 

















You can “sign off’ on the high pressure sales talk to your customers if you 
start them right with “Buffalo” Standard Galvanized Hardware Grade Wire 
Cloth. For, rest assured, when they return to your store the first thing they'll 
say is: “ ‘Buffalo’—that wire cloth with the Yellow Label. It sure does wear!” 
“Buffalo” Wire Cloth is carefully woven on improved power looms (insuring 
accurate mesh and uniform selvage) ; then thoroughly galvanized by the “Buffalo” 
hot process. This solders firmly every joint, making a sturdy, non-corroding 


cloth. 


Standard sizes (2 to 8 mesh) are carried in stock for immediate shipment. Put 
up in rolls 24”, 30”, 36”, 42” and 48” wide and 50 ft. or 100 ft. long. All other 


widths are available for prompt delivery. 


We fabricate, also, all grades of wire cloth, and make wire work for all 
sndustrial and domestic uses. Write for Folder 83-B. 





518 Terrace 





The First Sale Ends Selling! 


AFTER THAT “‘BUFFALO” WIRE 
SPEAKS FOR ITSELF 


@BUFFALO WIRE WORKS Co Inc. 


SCHEELERS BONE 


MO WTR E 





EB POb Net el OO 


Buffalo, N. Y. 
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Coming Hardware Conventions 


AMERICAN HarRpWaRE MANUFACTURERS’ ASSOCIATION and 
SOUTHERN Harpware Joppers’ ASSOCIATION JOINT Con- 
VENTION, Edgewater Park, Miss., April 22, 23, 24, 25, 1929. 
Headquarters Edgewater Gulf Hotel. Chas. F. Rockwell. 
secretary-treasurer, American Hardware Manufacturers’ 
Association, 342 Madison Ave., New York City. John Don- 
nan, secretary-treasurer, Southern Hardware Jobbers’ As- 
sociation, Richmond, Va. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 7 and 8, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929. Headquarters. 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 


MISSISSIPPI RETAIL HARDWARE AND IMPLEMENT AsSO- 


CIATION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., June 24, 25, 26, 27, 28, 1929. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank Bldg., 
Indianapolis. 


O_p GUARD SouTHERN HARDWARE SALESMEN’S ASSOCIA- 
TION, Edgewater Park, Biloxi, Miss., April 23. Head- 
quarters Edgewater Gulf Hotel. R. P. Boyd, secretary- 


treasurer, Box 19, R. F. D. No. 4, Knoxville, Tenn. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
CoNVENTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 
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CONFUSION 


HERE once was confusion in the mechanic's shop is 
Wir neatness and order with the Standard Drill Holder 
and Gauge. 


No more lost time in hunting for this or that drill. No more 
fussing and fuming. The mechanic picks out the drill he 
New York: 94 Reade St. 
Chicago: 552 W. 
Washington Blvd. 





Another Good Seller for You 


The Standard Drill Holder and Gauge 


Te StanDARD TOOL ([0. 


needs as easily as a smoker picks out a cigarette from the 
package. 

Display this Drill Holder and Gauge well on your counter and 
watch how it attracts the eye of almost every mechanic. This 
easily secured interest will lead to orders. 


Fredk. Pollard & Co., Ltd., London 
and Leicester, England 


Paris, France—Burton Fils. 
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66 GEM” 


Adjustable 
RADIATOR SHIELDS 


A general increase in “GEM” Adjustable 
Radiator Shields has resulted from two 
new features brought out this year—the 
water humidifying pan and the attractive 
ivory finish. 10 popular sizes, adjustable 
to radiator top widths, 6” to 13”; lengths, 
. 11” to 65”. Retail at $5.00 to $8.00. Beh 
\ & Co., 1140 Broadway, New York, N. Y. 


Buy from your jobber 






























Made in Sweden—and fully guaranteed. 


Especially adapted for soft metal. 


They are reliable, have endurance, uniformity of temper and 
sold their sharpness. 


Bastard Flexible Blades 
Smooth Tan 
Half-Round 
We Carry a Full Line of Swedish Made Tools and 
Hardware. 


Order from your jobber teday, or write 
SCANDINAVIAN WESTERN IMPORTING CO., LTD. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Mina. Seattle, Wash. Montreal, Can. 

















NEW 


MODERN 


CLOTHES 
WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING Co. 











ERIE, PA., U.S. A. 
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Greatest Soldering Convenience 

Ever Invented. 

Every Electrical Connection 

— orIntricate Job Needs ~ 

SKF SOLDERALL. Mm 
{THE SOLDERALL CO..Newark.N.J. | 


: , Results Guaranteed Equal to Wire or Bar Solder. & 








































Looking Ahead 


(Continued from page 80) 


The National City Bank in its February bulletin calls 
attention to the fact that many of the leading corporations 
have “consistently abstained from the call loan market,” 
thus supporting the Federal Reserve Board in its efforts 
to prevent increasing commercial paper rates. The bulletin 
names as among these, the United States Steel Corporation, 
the American Telephone & Telegraph Company, the Gen- 
eral Electric Company, the American Radiator Company, 
General Motors Corporation and the National Biscuit Com- 
pany—‘the very aristocracy of American industry.” 

They without doubt have taken this stand, not because of 
lack of available funds, but because they were clear-seeing 
enough to know that it would help business in the end and 
thus prove more profitable to them. 

The chart does not necessarily indicate that total business 
for 1929 is to be lower than that for 1928. It may be 
greater as 1926 was greater than 1925. The chart only 
shows that there is ahead of us a turn-down in business 
volume and that the turning point will probably come in 
1929. Our estimate puts the date at about April, 1929; but 
it may not come until the fall, as it did in 1926. We fear, 
however, that it will come earlier, because of the decided 
falling off in building contracts from the June, 1928, index 
of 107 to the January, 1929, index of 86. 


“Mail Order Branch Store Has 
Extended Our Trading Area” 


DusugueE, Ilowa.—‘“In regard to the mail order house 
situation in Dubuque, we have not seriously felt the 
competition of the new store opened here by a mail 
order firm but a few months ago. 

“We were glad to have them open a store in Dubuque 
and wrote them when we heard they were coming, wel- 
coming them and stated if they could bring more buyers 
to Dubuque we would take our chance in getting some 
of their trade. We have found this to be correct, as we 
have noticed many new customers in our store who 
dropped in attracted by our windows, and many of our 
old-time customers would compare our goods with theirs 
and we think we are poor salespeople if we cannot close 
the sale with them on our merchandise. 

“We think the dealers in the smaller outlying towns 
are hit a little harder by the mail order and chain stores 
than the larger retail city stores. In these days of fast 
moving autos and good roads people will trade where 
they can get the best assortments to choose from and 
will travel miles to attend a bargain sale. 

“There are some nationally advertised lines which 
they can sell for less than we do but we endeavor to 
feature and handle nationally known lines which we 
have and they don’t. 

(Signed) E. M. HEAtey, 
Geo. W. Healey & Son 





‘THE real test of salesmanship comes when the prospect or 
customer declines to buy. 
So many salespeople seem to feel as if a prospect should al- 
ways be a customer and a customer should always buy. 
Prospects or customers of any store are merely guests until 
they do buy, and should be treated as guests, buy or no buy. 
The best way to get a guest to come back is to send that 
guest away with a feeling of friendliness. 
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That Lettering Job— 


for cards, streamers or price tickets— 
quickly taken care of by 
$000000000000000000 SHONKAITE sooceooooooooooooos 


(See adv. on back cover of Jan. 17, 1929 issue of Hardware Age) 


Turn the work over to store clerk or office girl—and get 
attractive signs rivaling professional work. The simplest, 
speediest, most up-to-date method known. 
Patented Mar. 16, 1926. 


Write for free information. 
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INDIAN GH. 


FAIRMOUNT 





A Different 
Goose Neck Bar 


Typical of the qualits and utility of Fairmount Drop 
Forged Tools is the Fairmount Goose Neck Bar. 
Its broad flat lever surface and its deep properly de- 
signed jaws permit a steady and strong purchase from 
every angle. 
You give full value when you sell this different kind of 
Goose Neck Bar, and you profit accordingly. Write for 
full particulars. 

POPULAR SIZES 

No. 493— "x24" 

No. 494—% "x30" 





Suggested 
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Also available in six other sizes. 


AIRIFOUNT 





TF TOOL € FORGING Co. all 
FAIRMOUNT TOOLS Give SERVICE AND SATISFACTION 











OFAIN “RED END” RULES 


STRIKE PLATES — SPRING JOINTS 
A NEW AND BETTER RULE, OF SUPERIOR QUALITY, FINISH AND 
APPEARANCE 


Snow White and Cream Enamel Finishes, Beautiful and Durable. Spring Joints of Solid Brass, Fizm, Smooth- 
Working, Rust Proof. Brass Strike Plates, Preventing Wear in opening and closing. Rules furnished with 
as well as without Folding Hook. Gloss Red Ends dress up and distinguish these rules. 


THE [UFKIN fpULe C0. 


SAGINAW, MICHIGAN 
NEW YORK WINDSOR, CAN. 


TAPES—RULES—TOOLS 


Le 
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Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 











OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 








“EXPERTS” continued from page 61 


perience in checking up various philan- 
thropic institutions. 

What I learned made my eyes open. 
For the first time, I became informed 
of the fact that here in New York 
there was quite a large organization 
with expert accountants and students 
of philanthropic activities, who do 
nothing whatever but check up such in- 
stitutions for men who give away large 
sums of money. This expert gave a 
list of names of the men for whom he 
worked. The list included some of the 
greatest financiers in the country. 
Then, without giving names, he told 
us stories of some of the things they 
had run into in their studies of these 
philanthropies. 

This philanthropic expert figures 
what percentage it costs in various or- 
ganizations to give away money, just 
as in the sales department, for instance, 
we figure how much it costs to sell 
our goods. He told us of one well- 
known institution, in which it costs 30 
per cent to give away every dollar. 
This institution, of course, was not 
well managed. It shouldn’t cost that 
much to give away money! 

Then the expert and my host dis- 
cussed the organization, and the meth- 
ods of various philanthropic institu- 
tions. This expert laid down certain 
principles in regard to the giving away 
of money, that had never occurred to 
me before. But I can easily see if 
one wished to give away, say a million 
dollars a year, and wished to get the 
largest possible returns for one’s money, 
then it would be necessary to make a 
very thorough investigatiog as to how 
the money was being used. 

Of course, you know there are all 
sorts of experts here in New York. 
Suppose you wish your apartment re- 
decorated. All you have to do is to 
go to any one of a number of concerns, 
give them a general idea of what you 
want in the way of decoration—hot, 
cold or medium. Then you take a trip 
to Europe, and when you return to 
your apartment, everything is finished. 

If the land on your country place is 
getting a little “sour,” possibly because 
of too much shade from the trees, you 
call in a land expert, and he proceeds 
forthwith to sweeten up your land. 
If you trees are not doing their best, 
you call in a tree expert. 

If your heating arrangements are 
not just exactly satisfactory, here 
comes an oil burner man. He will 
install thermometers and all you have 


_to do is to set them at the heat you 


want, and there it stays. You could 
even arrange to have the heat go down 
during the night and come up in the 
morning, without touching the ma- 
chine. 

Then, of course, there is the re- 
frigerator man. You make your own 
ice, and if necessary you can even cool 
your rooms. 

There is, however, one science it 
seems to me that has never been given 
the attention it deserves, and that is 
the science of ventilation. It is my 
humble opinion that a lot of our 
troubles—colds, throat diseases, etc., 
are caused by faulty ventilation. 1 
suppose there are ventilation experts, 
but so far I do not happen to have 
met one, but after this article I expect 
a number of letters telling me where 
they can be found. In my opinion, 
ventilation is one of the things about 
which all of us are careless and woe- 
| fully ignorant. 

Do you remember several years ago, 
I had the temerity to write an articie 
in this magazine on the subject of 
colds, the cause of colds and their pre- 
vention? This article was written 
after a long interview with one of the 
leading physicians in New York. Of 
course, as I expected, when the article 
was published, I received many criti- 
cisms from doctors! 

There is one point, however, I made, 
of which I wish to remind you. All 
of our epidemics of influenza and of 
colds come immediately after Christ- 
mas. Do you remember that? I just 
wish to call your attention to the epi- 
demic of influenza that has traveled 
over this country this year. Please note 
that this epidemic did not get under 
full blast until after Christmas. I note 
that one of our great medical philan- 
thropic research institutions has set 
aside a large amount of money to study 
the common cold. Notwithstanding its 
prevalence and inconvenience, very 
few (even physicians) seem to know 
anything about colds. 

This digression reminds me that the 
expert on giving away money, in dis- 
cussing the troubles of philanthropic 
institutions remarked that next to an 
association composed of preachers for 
real trouble, the next was an associa- 
tion composed of doctors. He re- 
marked that if ever a bunch of preach- 
ers and doctors could be brought to- 
gether and made to agree on any 
subject, he would be glad to give the 
man who accomplished this result a 
gold medal for being the greatest 
diplomat in the world. 
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' The “Redskin” Roller Skate 


The new “Redskin” skate, recently in- 
troduced to the trade by the Kokomo 
Stamped Metal Co., Kokomo, Ind., pre- 
sents a number of radical departures in 
skate design and construction. The most 


apparent of these is the bright red strap 
of genuine pigskin, which offers unusual 
display possibilities in addition to giving 
the skate an exceptionally handsome ap- 
pearance. 

This new Kokomo skate is built to sell 
at a moderate price, though it presents a 
high quality of construction. It is made 
in one universal model for both boys and 
girls of every age and extends to 10% in. 
It has long running, ball-bearing wheels, 
with hardened screw machined cones that 
insure speed and skating ease. Rigid 
double-extension bar prevents sagging in 
the middle. Embossed sole and heel plates 


for strength and beauty. Bright cold- | 


rolled steel finish. 






Blue Bird Battery Pliers 


sergman Tool Mfg. Co., 1573 Niagara | 
Street, Buffalo, N. Y., has recently placed | 
before the trade a new type of plier de- | 
signed specially for battery men. The 
“Blue Bird” battery plier is made of drop | 





forged, tempered steel and is also a prac- 
tical hexagonal nut wrench and terminal 
lifter plier. It can be used as a wire 
cutter, group puller and post nut wrench. 
Due to its special design, this tool should 
be of particular use and value in all kinds 
of battery repairing. The jaws are 
polished and the handles knurled for 
secure grip. The plier is finished in blue 
baked enamel. Eight inches in length, 
packed in individual boxes. 





Plomb Line of Cold Chisels 


The Plomb Tool Co., 2209 Sante Fe 
Avenue, Los Angeles, Cal., has specialized 
in manufacturing cold chisels for many 
years, hand-forging them from special 
fatigue-resisting tool steel and exactly 


tempering them by a special heat-treating 
process. Made in all sizes. Every Plomb 
cold chisel is fully guaranteed, says the 
manufacturer. 

The Plomb display boards show a wide 
variety of these hand-forged tools. A 
catalog illustrating and describing them 
will be mailed on request. 

















Gilbert’s New Base Alarms 





















Gilbert’s No. 4614 








Gilbert’s No. 4617 


Gilbert’s No. 4809 


WRITE FOR COMPLETE INFORMATION ON GILBERT’S 


NEW ALARMS 








WILLIAM L. GILBERT CLOCK CO. 


Main Office 
Winsted, Conn. 


Chicago Office 
10 Se. Wabash Ave. 


New York Office 
200 Fifth Avenue 














Whom did Daddy buy 


the electric train for 
last Christmas? 


a doll. 





throughout the year. 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch:that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 


But the Kids Themselves 
Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 


KEEP TOYS CONSTANTLY ON DISPLAY 
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Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 


where. tS St Js 


RIFFIN 


ERIE. PENNSYLVANIA 
Chicago, 585 W. Randolph St 


Boston, 76 
San Franolece, 708 Market St. 











“All Right— 
suppose they don’t 


(Continued from page 59) 


” 


have a natural desire to create and repair and we find thou- 
sands of men acquiring complete tool kits as a hobby. They 
spend all of their spare time tinkering around. These fel- 
lows are worth knowing. They always want to add a new 
good tool to their kits. They are something like the golf 
fans who always seek new clubs. 


An Increasing Market 


“The future market for tools among the amateur me- 
chanics should exceed many times the former market limited 
as it was to professional mechanics. To the hardware 
dealer who keeps abreast of the times the professional user 
of tools will become a better customer. Instead of the full 
kit of hand tools he will be buying electric power outfits 
which run into large sums of money and bear very attrac- 
tive margins. Chain stores won’t get into the power tool 
field nor will they undertake to cultivate the tremendous 
market for hand tools among the amateurs. The most they 
will do is feature an odd lot of unknown tools at low prices 
with quality consistent with such prices. The more I think 
about the tool market the better I like it. In fact I am sure 
I am going to stick to the hardware business, because there 
will always be enough good hardware merchants keeping 
in step with the trends of their lines, in fact my job if I 
study properly and apply myself will become more impor- 
tant to my dealer customers.” 

“Well your arguments sound pretty good,” agreed Stark, 
“perhaps you can suggest a skeleton line of cheaper grade 
tools. I haven’t thought much along the lines you sug- 
gest, but I do see that what you say is partly true. I’ve 
got to do my warehousing in less valuable places than on 
the main sales floor. Those lights I have were good at the 
time they were installed but I guess they need replace- 
ment. I suppose if I follow your ideas in the tool depart- 
ment you will guarantee results.” 


Jimmy Won’t Guarantee 


“No I won't guarantee anything” answered Jimmy, “but 
if you will get in touch with the local manual training in- 
structor and arrange through him to give a classroom talk 
on good tools, distribute some manufacturer’s literature on 
the use of tools and will feature tools in your windows 
and in your advertising emphasize values, I know you will 
attract the ever growing amateur tool market. You could 
donate a good hand saw or some other tool for the best 
example of local amateur handicraft, and in this way focus 
attention on the sport of doing simple carpentry work. Show 
samples of local handiwork in your window. Feature in- 
struction books with your displays. Many of the manu- 
facturers have prepared manuals of instruction and have 
working plans easily understood for sale. It’s a great field 
if you really identify yourself as a factor. No sir I won't 
guarantee anything but I’ll bet you a ten dollar hat that 
tool business improves if you do as you say and allow me 
to supply the skeleton line of cheap tools and follow out the 
plans we have discussed today.” 

“Your on” says George Stark. “I wear size 7%.” 

“So do I” answered Jimmy delighted that he had a con- 
vert. 

And time went on as it always does. The Stark Hard- 


(Continued on page 124) 
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An Eagle Lever Tumbler Lock Set— 


Made and Priced Attractively 


No. 1551 
Front Door Set 





A Bit Key Front Door Set matching the high 

quality of Eagle Pin Tumbler Lock Sets. 

The tock has brass front and bolts, and is made 

with 12 key changes. 

Trim is Wrought Brass. 

Outside Escutcheon—10 x 2% inches. 

Inside Escutcheon—7 x 2 inches. 

Knobs, 2% x 21% inches, on 5/16 inch Swivel 
Spindle. 

The key operates both bolts through the same 


key hole. 
Standard finish, Dull Brass. 
List price $4.00 each. 











The Eagle Quality Line 


Night Latches’ | Cabinet Locks 
Trunk Locks : Store Door Sets 
Front Door Sets Padlocks 

Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Warren St. New York 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 


REG. IN U. 8S. PAT. OFF. 











The strength and quality of SPARGO 
COPPER AND BRONZE CLOTH 
offers to your customers a real and last- 


ing protection against insects. 














Stocking our quality COPPER AND 
BRONZE Cloth will increase your sales 


and make your customers happy and 
satisfied. 


® 


Spargo Wire Co. 
Rome, N. Y. 


New York Office Chicago Office 
41 Murray St. 174 No. Wacker Drive 
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gpusits BolLER GRAPH), 
cup GREASE. vo POINT COMPOUND 
GRAPHITE Sil “GRAPHITE PAINT 


WATERPSOOF GREAS* 


m hance- 

DIXONS 
GRAPHITE 
PRODUCTS 


In its place, and using the right compound in 


the right place, Graphite has no equal. 


It has been the accepted privilege of the Joseph 
Dixon Organization to spread the gospel of the 
proper use of Graphite and Graphite Com- 
pounds, to the end that maintenance cost may 
be held at a minimum thru the better operation 
and longer service that each Graphite pro- 
tected part must render. 


Dealers will find in Dixon's Line products of 
unusual merit. The carcfully graded Flake 


Graphites—each with its special uses; the ex- | 


actly compounded Graphite Greases, each with 
its place in every scheme of better lubrication; 
the Boiler Graphites for cleaning steam boilers; 
the Graphite Pipe Joint Compound; the Silica- 
Graphite Paint with years of 
service on so many thousands 
of jobs; and Dixon’s Belt 
Dressing, a non-graphite pro- 
duct which prevents belt slip- 
page and increases power 
thru its use on_ leather, 


rubber, and fabric bolts. 





Also 
DIXON’S 


Belt 
Dressing 





Dixon’s engineers and research men have a 
background of 100 years of continuous service 
to draw from. They are at your service to give 
you the benefit of our wide and varied ex- 
perience. 


Joseph Dixon Crucible Company 
DOK 


Established 1827 


Jersey City New Jersey 














“All Right— 
suppose they don’t!” 


(Continued from page 122) 

ware Co. did not do a land office business in tools immedi- 
ately after making the changes suggested by Jimmy Burke. 
But as George Stark got into the modern picture he found 
his tool department was growing. He learned many new 
things about tool selling. He found that tools displayed 
with handles toward the prospect sold more readily. Value 
creating descriptions on his price cards helped, so did odd 
amounts in his pricing. 

He found by investigating that most men in his town 
were handy or wanted to be and so were practically all pros- 
pects for tools. Most of them responded readily to his sug- 
gestions and bought the better grade when the comparison 
was made between good values and low price. 

Jimmy of course won the hat. His name wasn’t Jimmy 
Burke. The dealer wasn’t George Stark and the town 
wasn’t Centerville, but the story is essentially true, and if 
you study your tool market and follow similar practices your 
story will resemble this one very closely. 


The “Line-O-Scribe” Machine 


At several recent hardware shows the “Line-O-Scribe” ma- 
chine was exhibited for the first time. It attracted the attention 
of many dealers interested in a simple, economical as well as 
effective and convenient means for making price or show cards. 

“Line-O-Scribe,” Inc., Adrian, Mich., the manufacturer, states 


that the machine will write in every known alphabet; in any size 
letters from % in. to 2 in. high; using any color or combination 
of colors; on any size card up to 14 in. wide and 6 ft. long; 
‘writing a complete line on card stock of any thickness; produc- 
‘ng a card of perfection in neatness and appearance with the 
speed of the average card writer on plain work and even speedier 
performance on difficult lettering. 

Additional information and prices will be furnished on request 
to the manufacturer. 





Tips to Deliverymen 


The deliveryman can make friends for his store if he 
observes the following rules: 

Use walks. Do not cut across lawns. 

Deliver goods at the rear or side doors when requested. 

Obey traffic laws. 

Carry money to make change. 

Do not argue. 

Be polite and obliging. 

Handle goods carefully. 

See that muddy shoes are wiped carefully before entering. 




















Burns 


Q hours 
without refilling 

















ERE is Dietz Little Giant. It is 
almost a twin brother of the 
popular Little Wizard but has a 

larger vil fount. 


Little Giant has every good feature 
your customer can ask for—handy size 
—high lighting power—dependability 
in all kinds of weather—fount capacity 
for 70 hours continuous burning—and 
a salable price. 


Little Giant will please customers who 
do not like to refill lanterns frequently. 
With a red globe it is also being used 
by many Contractors, as it requires no 
servicing over a week end. 


Stock Little Giants—They'll Sell! 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World--- 


Founded 1840. Output Distributed Through 
the Jobbing Trade Only 


DIETZ 
LANTERNS 














| 


| 











T has long been a 
matter of record 
among, drill buyers 


that Morse Drills 


are strictly to size. 









The micrometer tells 
the story of consis- 
tent Morse accuracy 
—and your stock 
records will tell the 
story of consistent 
Morse sales. 



































TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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THIRTY YEARS’ GROWTH 


of 
KRESTER 502 DER 


HE manufacture of KESTER SOLDER was begun thirty years 

ago, in the year 1899. No demand existed at that time for a self- 
fluxing solder because such a thing was practically unknown. 

But, with a true vision of its advantages over bar and solid wire solder, 
J. F. Kester began the production of self-fluxing solder, and, with 
his own firm faith justified by the product itself, he educated others 
to a recognition of its superiority. @ Year by year, with constant im- 
provements in the manufacture of KESTER SOLDER, with sound mer- 
chandising policies and with consistent advertising, the growth of the 
use of this solder has been phenomenal. Each year has seen a wide- 
spread increase in the sales of KESTER SOLDER. @ An Engineering 
Department with a complete Laboratory is always ready to co-operate 
with anyone with soldering problems; its services are without charge. 


CHICAGO SOLDER COMPAN Y 
Established 1899 
4205 WRIGHTWOOD AVENYVE,: CHHCAGO 



































To the Trade 


We are asking, through 
consumer advertising, 
that the trade call on 
you to see this adze— 
will you see that you at 


least have a sample to 
THE MORRILL LINE! 





show them and take their 
order? 


We do not want con- 
sumer business but 
naturally must see that 
our customers are taken 
care of. 


Have you our Catalogue? If not, please write 
for one and discount sheet. 


L. & I. J. WHITE CO. DIVISION 
Buffalo, N. Y. 
of the 


Simonds Worden White Co., Dayton, Ohio 








Nail Pullers 
Bench Stops 
Sawsets 
Liquid Soap Dispensers 
Lead Seal Presses 
Hand Punches 


Morrill Sawsets 


Professional Carpenters prefer MORRILL SAWSETS. 
Constant use shows up quality. You can sell MORRILL 
SAWSETS to the most critical customers, because Mor- 
rill is the kind that “gets over” at first sight. 


Morrill Products Sell and STAY Sold 


Superior quality is the thing that appeals to the customer 
most. We make Morrill Products with this idea in mind. 
This is the reason you find it easy to sell them. They 
sell quickly and pay good profits to dealers. 


CHAS. MORRILL, INC. 
104 Lafayette St. New York 
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are not made 
from castings, but 
from solid bars 
of extruded brass, 
machined out to 
receive mechan- 
ism. They are 
made in ten dif- 
ferent sizes from 
1 inch to 3 inches. 


Their worth is 
proven by their 
consistent  satis- 
factory perform- 
ance at all times 
and under all 
conditions. 

2880 Line 





These Cast 
Bronze Padlocks 
are very artistic- 
ally made from 
cast bronze met- 
al machined out to 
receive an all rust 
proof mechan- 
ism. The shackle 
is of wrought 
bronze, drop 
forged to create 
more_ strength, 
durability and 
better appear- 
ance. Made in ten 
sizes from % 
inch to 3 inches. 























Te LT a a a a en 





















W. C. 1 Display Card 


This attractive display card, lithographed in 
seven colors, showing a few of our most popular 
padlocks, will be sent to any dealer upon request. 


Write today for circulars describing our line of Pad- 
locks, Automobile Locks, Cabinet Locks, Trunks, 
Suitcase Locks and Trimmings, Miscellaneous Hard- 
ware, Keys and Key Blanks, Apartment House Letter 
Boxes and Home Saving Banks. 


CORBIN CABINET LOCK CO. 


Tue AMERICAN HARDWARE CORPORATION Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 





BLUE BIRD SNIPS 


Both Straight and Combination Patterns 


are profitable 7 
to you i 

because 
of these 























definite 
sales 
advantages 
























a 


BLUE Solid drop forged from high 


carbon steel. Careful temper- 
BIRD ing insures keen cutting edges 
QUALITY _ that do not break down under 

hard service. 
BLUE Rich, lustrous blue, baked enamel 
BIRD handles. Highly polished blades. 
FINISH A striking finish that appeals to 
4 the judge of fine tools. 


MODERATE Appeals to both the me- 
PRICE chanic and occasional user. 


Enables you to offer high 
quality at low prices. Opens up new sales pos- 
sibilities for you. 


Combination pattern adapted for cutting 


straight, curved or irregular shapes. 
ATTRACTIVELY ‘Special packing and 
PRESENTED handsome, three-col- 


or display containers 
focus tool buyers’ attention on Blue Birds. Put 
these low cost salesmen to work for you. 


Write for detuils of the Blue Bird Line 


BERGMAN TOOL 
iy? Co. 


New York 


























A a A A A A A A A 


















played are half sold” 






ES 
[BLUEBIRD I 


DROP Foncto SNIPS 


BERCMAN TOOL MFG CO BufisloNY USA 






3-color 
display 
container 









( BLUSE mine rOoLs i\/ 
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Bath Room Fixtures 


Always Made of 
SOLID BRASS ] 


Highly Nickel Plated 


Serviceable to the Core 


True economy in Bath Room Fixtures 
can be determined only by SERVICE. 
No Bath Room Fixtures that were sub- 
ject to rust ever gave Jong service. 


rveco Bath Room Fixtures are made 
of non-rustable material — SOLID 
BRASS. They are serviceable to the 
CORE. Patterns for every require- 
ment. 


Dealers who want repeat sales sell “The 
ross T ine.” 


Send for Latest Catalog and Price List. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 











Here Are a Few 
Best Sellers in the 
“YANKEE” TOOL Line nos. 130 and 131. Quick Return S. R. Driver. 
You Can Hold Your Trade 
with these in stock 


Ratchet Drivers Nos. 10 and 15. 
Plain Drivers, Nos. 90 and 95. 
Spiral Drivers, 30, 31, 130 and 131. 
Push Drills Nos. 41 and 44. 

Hand Drills, 1530, 1431 and 1435. 
Breast Drills, Nos. 1555 and 1545. 
Vises Nos. 990, 1992, and 1993. 
Bit Exten. 2150-18, 21 and 24”. 

Bit Braces No. 2100-10 and 12”. 


They're always in demand 
Your jobber will supply. 


North Bros. Mfg. Co. 
Philadelphia 


No. 10. R. & L. Ratchet Driver. 9 Sizes. 


No. 90. Plain Driver. 14 Sizes. 


No 2150. Bit Extension. 4 Sizes. 


No 1530. Double Ratchet Drill. 


—=— 


No. 41. Push Drill. 


No. 2100 
8-10-12-14-inch 

















& DUSTERS 
' for AUTOS 


Ostrich Feathers 
Skunk-Hairs 
With Gum Handles 


Post and freight free 


WILLY EISENMENGER 
LUDWIGSBURG (GERMANY) 


Representatives wanted 





Latest Thing in Cow Hobbles 


Reichert’s No-Kick 
The great sale of Reichert’s 
No-Kick Cow Hobble is due 
to its HUMANE features. 
Cannot cut, chafe or injure 
the cow. 


Affords greater leverage, 
holds tail more securely. 
Never kinks. Retails at 75c. 
per set. Good profit. Write 
for discounts. 


Imperial Bit & Snap Company 


Racine, Wisconsin U. S. A. 
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BABCOCK. 


{SPRUCE LADDERS 
(SEND for LATEST BOOKLET & PRICES | 







































































Wood Screws 

Drive Serews 

Coach Screws 

Machine Serews 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Steve Bolts 

Tire Bolts 

Agricultural Belts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Steve and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber's Chain 

Register Chain 

Sefety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Eseutcheon Pins 





The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchousee—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohic 


J UNIFORM QUALITY and ADEQUATE STOCK 
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—MOE’S on a SUPPLIES 


The Original Large Capacity Chick 
Feeder—Suitable for Small or Large 
Flocks. 


A Great Seller. Write for Catalog 
of Moe’s Big Line of Pcultry Equip- 


loxrr & COMPANY 


2305 Davis St. North Chicago, Ill. 














A PAIR The heavier sizes 


of Superior Hex- 
agonal Netting are 
of Sturdy Wrenches ae Ma talines 
sively for line 
fencing and many 
other purposes. 


It is ideal for this 
use because of its 
e uniformly even 
Here’s a pair of sturdy : a mesh and perfect- 
wrenches built by master tool ly straight selvage. 
makers. Ask your hardware 


dealer to show them to you. The Netting with the 
Rooster Label 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


BEMIS & CALL 
sen SUPERIOR 























FAULTLESS 
CASTERS 


Canadian Factory: Stratford, Ontario 


FAULTLESS CASTER COMPANY *<°3"..‘x': 
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unequaled. Get our proposition. 


The FEDERAL WASHBOARD COMPANY 


Get your share of profits during Spring selling season. A complete line 
of each at popular prices, quality merchandise and a service that is 


Tiffin, Ohio 
































CLOSETS 
REAR DECKS 


CELLAR COMPARTMENTS 
ALL DOORS WITH ONE WAY 
CD) INDEPENDENTIOCKCO.D 


FITCHBURG, MASS. 


Full Information on Request 


MORTISE BOLT LOCK 





are 
the best 





Hinges 








oa} are 


the best 























No. 5051 


CABINETS 
ATTICS 


GARAGES 
SHEDS 


and 


APPROACH 

















4 








Millions 
: and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


vse BOMIMEP aways 


They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y. 























Since 1857 
Mathias 
Established 1857 





ERY IR 
Chicage In USA 


KLEIN 


Wire Grips Climbers Pliers Tree Trimmers Belts 
Tackles Tool Bags Safety Straps Lag Wrenches 







Lon. 
TRADE A 
he 


AW 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., BOSTON, MASS. 















































Where other wrenches 
are weak 


Genuine Oswego Still- 
son Wrenches have extra 
bearing surface between 
the frame and jaws, where 
extra strength is needed. 
This gives longer wear, 
but also permits greater 
bar-clearance and wider 
adjustment. Note the all- 
steel handles and rugged 
construction throughout. 

The guaranty tag on 
every genuine Oswego 
Stillson wrench protects 
you and your trade against 











"09327001 O9O3MSO BAHL 


possible defects in work- 
manship or material. 


Write for complete catalogue of 
Oswego Tools 


The Oswego Tool 
Company 
Oswego, N. Y. 


Established 1887 Incorporated 1893 








WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


, THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


George E. Quigley, Detroit 
Milton "ees Co., San Fr Los les, Seattle 
G. 





M. Baird & Co., Memphis, Tenn. 





Clothesline 


Solid braided 
100% cotton. Sold 
in the hank or on 
metal reel,—alllines 
have handy metal 
loop. 


Dea SILVER LakE Co. 


Newtonville, Mass. 


k Gu ranted | 


ye 
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STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 





These illustrations are \% size. 


STAR HEEL PLATE CO. 


LOUIS SACKS, Ine. 
Newark, N. J. 











»( CHICAGO) 
SPRING HINGES 


(A Type for Every Requirement) 


Architects 


and 
Builders 


Those who want the 
best, when building, 
specify and use Chicago 
ue ae “Triplex” Lavatory 


“Triplex” Lavatory Sate s 
Spring Hinges Spring Hinges. 











Dealers who sell these hinges may expect 
satisfied customers and repeat orders. 


Send for Catalogue No. H-42 
Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S.A. 











Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 

with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 





Progressive Merchants Favor 
Stencilor-Made Display Cards 


Very often, the difference be- 
tween slow-moving stocks and 
rapidly-moving stocks is not so 
much the exceptional or inferior 
values represented as it is the 
effort which the merchant has 
exerted to draw 

attention to the 

values offered. The 

Stencilor makes it 

possible for 

any merchant 

to prepare 

display cards 

and streamers 

in his own 

place of busi- 

ness, without 

fuss or muss. 

The _  Stencilor 

was demonstrated 


at the Roches- 

ter, Philadelphia 

and Chicage 
Hardware exhibits. Alse at the nn ee Fair In New York City. 
Be sure that yeu look inte the merits of the Stencilor before buying. 
For ane and detailed information, write 


DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 


“uum Attach this coupon to your firm letterhead Sam 


Send to your nearest office— 

DISPLAY MATERIAL CO., a Grand Ave., St. Paul, Minn. 

Eastern —— Display Material Ce., 191 Pearl St., 

New York, N. 

Canadian pak Display Card Co., Ltd., 206 King St. 

W., Brockville, Ont. 

Central States Agents, nee Sales & Supply Co., 361 

W. Ontario St., Chie 
Please send me ithe 

“How to Make Sign 


~¥ , an a copy of your book, 
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Allith 


ROLLING LADDERS 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 

















Seymour Smitx 
Lively Spring Numbers— 


PRUNING SHEARS 
TREE PRUNERS 
Handy Grass Shears LOPPING SHEARS 
a pall Rings GRASS SHEARS 
Cattle Leaders 
Grape Shears 
Catalogue C Describes Them— 
Send for Your Copy. No. 30 California Pattern 
Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sates Representatives: John H. Graham & Co., 113 Chambers St., New York 

















PITT SBURGH 
Sef Products | 


DITTSBURGH PLATE ® GLASS Co. 


Ore., Los Angeles, Cal. 


ZL SS <= )) ||| 








:. 4 4.4 


We are i order for one copy of the 
Ninth Edition of Hardware Age Verified tm” 

As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Edi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. . 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 

Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 

records. 


{t really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 








GLASS CUTTERS 


Its Min the wheel 


RED DEVIL MEANS GLASS INSURANCE 


LANDON P — ~ 
LONG LIFE WHEEL 65 SPRING 
AND LONG REACH HEAD 


LASY FINGER 
REST HANDLE 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and Seien 
countries. Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, eo We 
have facilities for addressing env cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices ouuibs upon application. 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


= = 
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IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 
Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 














A Half a Century of Satisfied 


Customers! 


EFORE you order another stock of 
furnaces and torches, check up on 
the merits of the ‘‘Always Reliable’ 
brand. See for yourself why it is that 
the fifty year old ‘‘Always Reliable’’ 
trademark has always meant satisfied 
customers. Write today for our latest 





No. 40 Pum 


No. 39 Bul catalog: 
bay ted Order through your jobber or mail 


your order to us with the name of 
your jobber. 
OTTO BERNZ CO., Inc. Newark, N. J. 


Stocks in Newark, N. J., New York City, Chicago 
and San Francisco 





Simp! 
Screw Jacks 


Sell on Sight! 
Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal 


Templeton, Kenly & Co. 


EST.14899 












Sim plex Lever Jacks 
Pipe Pushers 
and Trench Braces 
have been famous 


Chiéago, Ill.,U.S.A: for Years 



































Rubyfluid does a perfect fluxing 
job without tarnishing metal or 
coating. 


Send for Free Sample and trade prices. 





$a, RUBY CHEMICAL CO.  fex% 
68 McDOWELL STREET COLUMBUS, OHIO 














Give Them PHENIX QUALITY 


In Storm Sash and 
Screen Hangers and Fasteners 
Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
iest applied, most e 
efficient—that’s why 
they sell best. New 


improvements put - 
them in a _ class 
of theirown. Write 
to-day for Catalog 
rrr) 3 
DD 


* 


showing full 
Phenix line. 
Samples free. 











Sold by all leading 
jobbers. oF 


z No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 





NEW GLASS 
KNOBS 


No. 200—Size 14” 





Manufactured by 


TECHNICAL GLAss Co., INCORPORATED 
LOS ANGELES, CAL. NEW YORK, N. Y. 


























Masons “O.K.” This Tool Bag 


Made in one 
piece of No. 10 
canvas, lock- 
stitched, 12 ga. 
steel frame riv- 
eted to body, pkt. 
and lock. The 
quality and low 
price sell it im- 
mediately. 

Linemen’s, Mechan- 
ics’, Electricians’ 
and Plumbers’ Tool 
Bags, also Tool 
Rolls, Golf Bags 
and Brief Cases. 
Get prices. 





Lenpzion LEATHER Goons Co., (247 Ast 








CRONK’S 






The Every farmer and gardener is a prospect for at 

least one rake. He is practically a sure customer 

Cronk & Carrier if you show him the Elmira Solid Bow Steel 

Mfg. Co Rake. They are durable enough to suit his 

Megnte needs—the electric welded bow, rivet through 

Montour Falls, ferrule is guaranteed against breakage. Your 
N. Y. Jobber will quote. 

We also make Potter and Swineford Products 


SOLID BOW 


ELMIRA sreex rakes 














ea katt cast omepaccer tea 
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Classified Opportunities 





Use the “Classified 


ities Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
Each additional inch...... a 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





Set Solid, Minimum of 5 lines... .$3.00 
Each additional line 60 


e, Classified Oppor- 
ete ie Want Both St. New 


rpg Discounts for Classified Advertising York City 


All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Samples of merchandise, literature, catalogs, etc., 
be addr 





4 insertions, 10% oft; 8 insertions, 15% 
° 


Remittance Must Accompany Order 
uiring more than ordinary reforwarding postage should not 


to 





Harpware Ace is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 





ox numbers. 





BUSINESS OPPORTUNITIES 





HARDWARE FIXTURES 

56 feet of Oak Unit section of HELLER BOX shelving with Base 
sections to match 

56 feet of top open shelving, in umt sections. 

8 ft. section with glass rolling door for saws and _ tools. 

2—8 ft. sections of Heller Pivot door cases with bases and tip-top open 
shelving to match. é , 

3—8 ft. sections of Heller paint cases with bases and tip-top sections. 

9—8 ft. sections of Heller shelving for Granite ware with bases and 
tip-top sections all 16” deep. 

7——Richards-Wilcox traveling ladders with 150 ft. of track. 

12 ft. Heller Oak Nail Bin 

Heller Oak Glass Rack for 53 sizes of glass. 

Heller Oak Glass cutting cabinet with 35” x 54” glass board. 

10 ft. and 14 ft. movable racks for Forks, Shovels and Rakes with 
Hooks 

6—8 ft. and 10 ft. Oak Heller Display Tables. 

6—Oak Floor Show Cases. 

48 set of stove casters with adjustable frames. 

National Cash Register. 

Detroit Automatic Computing Scales, weighing 110 Ibs. 

Full set of Tinners’ Tools. 

Photograph of fixtures sent on request. 

All fixtures in first class order. 

Building rented to Butler Bros. 

All the above to be taken by April ist 

All the above for sale at 25% to 40% of their cost. 
E. J. FERGUSON, Dixon, II. 


REORGANIZATION—BACKERS WANTED. Large Eastern Manu- 
facturer of Household Steel Refrigerator Cabinets. Trade-name Nationally 
known; sold to Department Stores, Dealers and Manufacturers of Elec- 
tric Iceless Machires; constant demand during entire year. Big profits. 
— 2 on the ground floor. Address Box 1-287, care of HarpWARE AGE, 
New Yor 





FOR SALE IN DUTCHESS COUNTY—Hardware store, selling shelf 
hardware, tools, paint, glass, housefurnishings—modern fixture, modern 
window, only real hardware store in town. On New York Albany post 
road. Will give good lease. Stock complete. Store doing good business 
Address Box 1-296, care of Harpware Acre, New York City. 





FOR SALE—RETAIL HARDWARE STORE SITUATED IN THE 
BUSINESS DISTRICT OF A SOUTHERN SEACOAST CITY OF 
60,000. ESTABLISHED 25 YEARS. CLEAN STOCK. STORE 
FITTED WITH WARREN FIXTURES. STOCK AN FIX- 
TURES INVENTORY ABOUT $35,000. ADDRESS BOX 1.257, 
CARE OF HARDWARE AGE, NEW YORK. 





FOR SALE—COMPLETE SET of Heller patent panel door hardware 
fixtures; 3 Myers rolling ladders; 2 large cabinet size 4 and 5 drawer 
cash registers; 2 large safes; 2 Mosher’s tool racks: 5 six foot cak show 
cases; 2 five roll, 12 ft. linoleum racks. WALBERTS & TIMBERLAKE, 
Columbus, Kan. 





EXECUTIVES seeking new connections and others qualified for salaries 
of from $3,000-$20,000 yearly find in our confidential service a highly 
specialized dignified and effective means of placing themselves: not an 
agency. Send name and address for full particulars. J. T. JENNINGS, 
Room 306, First National Bank Bldg.. New Haven, Conn. 





FIXTURES FOR SALE—Heller (3) Section Combination comprising 
one tool cabinet and two sections of shelf boxes. Total length about 25 ft. 
Used a_short_ time. wo floor cases. ne 9 ft. 7 ft. One cash 
register. C. H. DARLING COMPANY, Woonsocket, R. I. 





WANTED FOR CASH—ESTABIISHED GENERAL HARDWARE 
STORE within 25 miles radius of New York City. One being sold for 
estate, retiring, or for other good reasons. Give inventory, price, etc. 
Address Box 1-292. care of Harpware Acre. New York City. 





FOR SALE—RETAIL HARDWARE STORE situated in a live town, 
western New York. Stock inventories about $15.000. Will sell or rent 
building. Address Box 1-281, care of Harpware Act, New York City. 





FOR SALE—HARDWARE STOCK, fixtures and tools, located in 
gool tewn. Good going business, established location. OHN PD. 
LAWSON, Milan, Michigan. 








HELP WANTED 


LARGE UILDERS’ HARDWARE MANUFACTURER has opening 
a mae oc ananaahe experienced builders’ hardware contract “so 
Must be capable to estimate on all classes of New York Building. refer 
man who has called on New York City architects and builders: Address 
Box 1-295, care of Harpware AGE, New York City. 


WANTED—Salesmen calling on Retail —— —_ to. ae our 
line of Tool Racks. Rubbish Burners and Cappers. ommission basis. 
Write her prepeaitine. GRAND RAPIDS WIRE PRODUCTS CO., 
corner First and Front, Grand Rapids, Mich. 





YOUNG MAN OR WOMAN to take charge of general office work and 
to assist manager with advertising and _ planning sales campaigns of a 
progressive retail hardware and _ housefurnishing store. APPLETON 


HARDWARE COMPANY, Freeport, N. Y 





POSITIONS WANTED 





SALESMAN WITH TWELVE YEARS’ EXPERIENCE, covering 
wholesale and retail trade in Western Pennsylvania, Eastern Ohio, North- 
ern Maryland, West Virginia and Northern Kentucky, desires to make a 
change. At present employed as district manager of national concern in 
this section. Headquarters Pittsburgh. Desire executive position or will 
represent manufacturer of good strong line in this district. Address Box 
1-282, care of Harpware Ace, New York City. 





SALES EXECUTIVE WITH 12 YEARS’ EXPERIENCE in charge 
of sales, advertising, distribution Domestic and Foreign Markets. Thor- 
oughly familiar with wholesale hardware, mill supply, auto accessory and 
industrial trade, desires a connection with a manufacturer. Willing to 
locate anywhere. Opportunity is as important as salary. Address Box 
1-128, care of Harpware Ace, New You. 





SALES EXECUTIVE WITH RECORD OF ACCOMPLISHMENTS, 
at present resident of Florida, seeks connection with reputable hardware 
house. Twenty-five years’ experience shelf and heavy hardware, mill and 
mine/supplies, age 45, a gentile, married, location immaterial. Address 
1-289, care of Harpware Ace, New York City. 





SALESMAN, 34 years of age, 10 years’ experience in the tool business, 
wide acquaintance with jobbing trade in Middle West particularly Chicago 
to Denver, St. Louis to Duluth desires sales position with reputable manu- 
facturer. Now employed but wishes to make a change. Address Box 
1-286, care of Harpware Acre, New York. 





_ HARDWARE MAN, 28 YEARS OF AGE, with 12 years’ experience 
in sales and purchasing departments. Prefer to connect up with a concern 
. or = New York City. Address Box 1-266, care of HARDWARE AGF. 
New York. 





SALES EXECUTIVE. At present employed by Lawn Mower Manufac- 
turing Company, is open for position in similar line. Would like to ar- 
range for personal interview with interested parties. Address Box 1-297, 
care of Harpware Ace, New York. 


SALES ACCOUNTS WANTED 
("MANUFACTURER'S REPRESENTATIVE 








Open for two or three bgp moet lines of hardware and 
n 


‘ 0 house- 
furnishings to jobbers and department stores in the following terri- 
tory: New York State, New Jersey, Philadelphia, Baltimore and 
Washington. Fifteen years personal contact with hardware jobbers 
and leading retailers throughout country. Have made thoroug 
study of merchandising. Highest credentials will be furnished by 
many of the best known concerns in the trade. Edward Weingarten, 
286 Fifth Avenue, New York. 











aa 
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Classified O 


portunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 











HAVANA—CUBA 


Is offering many opportunities to First-Class Manufacturers. 
perienced agents, long-established in the hardware trade, 
record and can give highest trade and banking references. 
terested in wire, wire netting, nails, roofing paper, tools, 
galvanized sheets, chemicals, etc. 


Address P. MATRAT, Lamparilla 50. Havana (Cuba) 


We are ex- 
with a_ clean 
Especially in- 
sanitary goods, 











WANTED 


Sales Representation and Distribution or Both— 
within a radius of 50 miles of New York City—in Hardware 
specialties, Radio Accessories, Electric Appliances by a 
reliable house with experienced sales force. 


Address Box I-268, care of Hardware Age, New York 














SALES ACCOUNTS WANTED—National sales organization with 
branches in important cities desire to add several high grade lines selling 
to retailers and jobbers. Nationally known lines preferred, though no 
objection to introducing merchandise with merits. Our present connections 
know of this “Ad.” Address Box 1-290, care of HArpwareE Ace, New 
York City. 


MANUFACTURERS REPRESENTATIVE calling upon the jobbing 
and larger retail hardware trade of the Middle West States, with Chicago 
headquarters, desires additional reputable line. If interested in procuring 
active and high gradé representation, address Box 1-291, care of HARDWARE 
Act, New York City. 


SALESMAN—HARDWARE—TOOLS—MILL _ supplies. 17 years’ 
road experience. 15 years continuous service with present concern. De- 
sires connection with manufacturers or jobber New York territory, or will 
consider few high grade established lines to represent in Metropolitan dis 
trict. Box J-269, care of Harpware Ace, New York. 


SALES REPRESENTATIVES WANTED 


WANTED—A THOROUGHLY EXPERIENCED MAN to work in a 
large suburban hardware store. State experience, references, age and 
salary desired. Address Box I-273, care of Harpware Act. New York. 




















=D—TO CALL ON JOBBERS OF HARDWARE 

ALSO INCLUDES SPECIALTIES GOING 

SPECIALTY JOBBERS. SOUTHWESTERN 

} SING TEXAS, OKLAHOMA, ARKANSAS, 

=X , ARIZONA AND PART OF KANSAS AND MIS- 

. EXPERIENCED CUTLERY MAN PREFERRED, _ HIGH 

GRADE AND WITH FIRST CLASS RECORD AND REFERENCES. 
ADDRESS BOX 1-288, CARE OF Harpware Ace, NEW YORK. 


SALESMAN WANTEI 
AND CUTLERY. LINE 
) 


MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns are all big users. State experience, 
lines handled, and territory covered. We want none but those who can 
“make good. For such our proposition is an excellent one. Address 
S. H.,”’ care of Harpware AGE, New York. 





LARGE NEW YORK HARDWARE AND HOUSEFURNISHING 
JOBBER requires services of an experienced outside salesman with car 
to cover New Jersey shore, Keyport to Atlantic City and surrounding 
territory. Acquaintance with this trade preferred. State full particulars 
ond — in confidence. Address Box 1-293, care of HARDWARE AGE. 
NCW ork, 





MANUFACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already heen 
established. In replying state lines now carried, houses represented and 
= — covered. Write Box I-270, care of Harpware Act, New 

ork City. 








THOROUGHLY EXPERIENCED HARDWARE SALESMEN for 
Suffolk County, Long Island, Westchester County, New York, and Sussex 
County, New Jersey. Only those having had previous wholesale hardware 
cage Alama need apply. Address Box 1-278, care of HarpWarE AGE, 

ew York. 





FACTORY REPRFSENTATIVES WANTED IN LARGE CITIES 
Commission basis. Must have following with reliable Hardware and 
Kitchen Goods Dealers. State Box 1-294, 
care of Harpware AGE, New 


territory covered Address 


York. 





SPECIALTY SALESMEN CALLING ON THE HARDWARE 
TRADE. We have a side line of a popular article used on every home 
pocket sample. Liberal commission. CAMBRIDGE-WHEATLEY CO.. 


Dept. “C.” Covington. Ky 





COMMISSION SAT.ESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acz, New York City. 





Hardware Age. 


Opportunity 
Exchange Dept. 


HARDWARE AGE 





WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on Request. 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 





Look for the full name 


Russell Jennings 


und Of our 


Bits 


Auger f 


stamped on t 
Auger 


Mr. Russell 


ISt 
| 
PCAN 


Russell Jennings Mfg. Co. 
Chester, Conn. 





YERS Cre’ 


U 


MODERNIZE STORE METHODS 








To provide adequate storage facilities for shelf stock—to 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strength for 
convenience and efficiency. One style eg f 
design—attractively finished — any height—easily installed — 

meets most requirements. Circular on request. 


me FE.MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 








safety, 
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THE ADVERTISERS INDEX is published as a convenience and not ®& pert of the advertising contract. Every care will be taken to index correctly. 
No ailowanres will ts meds for errors or failure to insert. 
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surance Co; ................ rcs Rae Sees Bee. ae: . es i eee ee ee _- 
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American Ring Co..... .. 128 c Domes of Silence. Inc......... 140 Geile Make cock — 
American Saw & Mfg. Co.... — Dorfan Co., The............- —| Griffin tb ale a 122 
Laptop cag lin ana a ~ | Caldwell Mfg. Co...........+. BP con ee A i 
American Sheet & Tin Plate Co. — Gals tage 8 Duluth rer gb Serer - 
American Steel & Wire Co.... 30] _ : ; ‘ Du Pont de Nemours & Co., H 
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B Clemson Bros., Inc........... __ | Evansville Tool Works........ 1 Henge, Toc, Frank A.:....... 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care 
No allowances will be made for errors or failure to insert. 


will be taken to index correctly. 
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Jennings Mfg. Co., Russell.... 137 
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PU ak itawientcueeslausees 135 
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Kelly Axe & Tool Co......... 26 
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Kokomo Stamped Metal Co.... —- 
PE SE . oisas occ antec = 
L 
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A box chock 
full of friend- 
ship for your 
store. 








How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 

















ONYX 


R I T IE Knobs 


Onyx on knobs, levers and push plates, originated 
by RITE, has won tremendous popularity the 
country over. Many of America’s finest hotels, 
apartments and residences have been equipped 
throughout with this distinctive RITE line. Onyx 
knobs are unbreakable, and guaranteed not to work 
loose from shanks. Imported onyx is available in 
white, amber and green clear colors, and domestic 
onyx in beautiful mixtures of red and green. 


Distributed by 
AMERICA’S LEADING JOBBERS 


Manufactured by 


Rite Hardware & Mfg. Corp. 
1646 No. Spring St., Los Angeles 


California 








Me bo 











on All Furniture 


to save Rugs—to save Furniture —to 
save Floors—to create Quiet. 
Sizes 34” to 74”—10c. per set. 
Size 14%4”—15c. per set. 

4 DOMES comprise a Set. 
If your Jobber cannot supply you— 
write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 


21 Pearl Street New York City 








Them 
by the set 


Sell 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in 
resolves itself to a question of selling him once or 
out the value of the case, ite use in keeping the bits 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent 
level to guide them. cut from the outer rim. 

at work all the time, no jagged ends; every part of the 
polished. They bore their way through hard, knotty, 
leaving s smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TO 


RINGTON, CONN., U. S. A. 
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D’S LEVELS 


Among Other Things 


Make Buildings 
Like These Possible 
Because of Their 
Absolute Accuracy 


In the giant skyscraper from foundation 
to pinnacle accuracy must predominate. 
Sand’s Levels insure this accuracy. Their 
use by builders and mechanics is world 
wide. Their absolute accuracy is proved 
before they go on the job. This accu- 
racy is built in and sealed in at the fac- 
tory. It is verified at every stage by 
3rown & Sharpe straight edges and a 
final test is given each level on the day 
of shipment. 





But Sand’s goes further—builds SER- 
VICE into every level as well as ACCU- 
RACY—all Brass Bound Levels are 
made with raised binding—all Wood 
Levels are made of vertical grain, se- 
lected California Sugar Pine, free of sap 
and dried from 10 to 12 months before 
use to prevent warpage. They last. 














Sand’s products are consistently and na- 
tionally advertised in the Consumer Pub- 
lications, such as “Bricklayer,” “Mason 
and Plasterer,” “The Carpenter,” and 
“The Plasterer,” bringing Sand’s Levels, 
Plumbs and Tools to the attention of 
three-quarters of a million potential users 
monthly. 


24-hour delivery service from your 
jobber. 


Sand’s Level & Tool Co. 
8629-37 Gratiot Ave., Detroit, Mich. 


Sole Manufacturers and Distributors of Sand’s-Stevens Line Levels 


Sands Levels, Plumbs & Tools 


Sands Levels Tell the Truth. 
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Forged from a 
Solid Bar of Steel. 
No Rivets, No Welds, 
Electrically or 
Otherwise. 


-+4H+- 
Heat Treated Blades, 
insuring long wear- 
ing qualities. 
-+4B- 


Send for Samples and 
examine the 
Quality. 
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